Next Week 
You Will Find 


in “The Recorder” 


Business Planning Chart 

On August 1 we give to the merchant 
the RECORDER Business Planning Chart. 
It alone is worth many times a year’s 
subscription for it is the first simple 
measuring stick that can be laid against 
any retail business, large or small, and 
made a continuous surveying instru- 
ment, measuring sales, expenses, mer- 
chandise receipts and stock. It is the 
outgrowth of a tremendous merchant 
demand for a system of planning that 
will replace guessing with knowing, 
hopes with facts. 

It is the retailer’s lighthouse, warn- 
ing him of danger—in time. It points 
out when expenses are out of line and 
helps find the faulty items. It tells 
when mark-up is out of line—low or 
high. It flashes a signal when pur- 
chases are coming in faster than sales 
are going out. It guards against in- 
adequate stocks. 

It does all those things in time for 
corrective action. It is equally suited 
to either large or small stores carrying 
either specialty or general lines. 

But best of all, it can be installed 
gradually, one function at a time, with- 
out disrupting presert systems or re- 
quiring any outside expert help. It is 
unbelievably simple if the user will 
start slowly and take only one thing 
at a time. 

We believe that the REcoRDER Busi- 
ness Planning Chart is our greatest 
contribution of the year, for it is based 
on the promise that “public service 
must be continuous service” and helps 
the merchant to do two important 
things—plan his work and work his 
plan. 
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on any golf course are 
something to be proud 
of. And another thing 
that incites pride in ac- 
tive sportsmen... or 
spectator sportsmen... 
is constantly good-look- 
ing footwear. 


After the hard abuse of 
field service, Elko or 
Deerskin can be restored 
to original good looks by 


the use of plain soap 
and water. ' 


NORTHWESTERN 
LEATHER 
COMPANY 
TRUST 


BOSTON 


* 


OTHER NORTHWESTERN 


Kitchener 
Smooth Sides 


LEATHERS 
W.L.I. Russide Sootan 
Newtan Rugby Elk Sides 
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July 25, 1931 


The VOICE of the TRADE 


Pp rice is one thing 
and value is another. Often are 
the two confused, to the confu- 
sion of all concerned. Remember 
the story of the man who knew 
the prices of everything and the 
value of nothing. He wasn’t a 
real business man. Are there too 
many of such? 

Prices, as quoted, mean noth- 
ing, unless the value behind them 


is realized. A $20 bill buys one 
kind of shoes, a $10 bill another, 
and a $2 bill another. Would a 
man seeking good shoes pay $2 
for them, or another man seeking 
cheap shoes pay $20 for them? 

Judgment on values is even 
more important than judgment on 
prices. It’s been upset of late, 
by the frantic efforts to make and 
sell $20 shoes for $10 and $10 
shoes for $5 or less. 

When judgment is put on its 
throne again, and the real values 
in shoes—in fact in all things of 
life—are realized, then business 
will be on a sound basis again. 

*x* * * 


Lewis F. Weber, 


district manager for the United 
Shoe Machinery Corporation, re- 
cently arranged a tour of inspec- 
tion of the New York office and 
service station, newly located at 
110 Fifth Avenue. Mr. Weber 
takes particular pride in the staff 
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of sixty men on instantaneous ser- 
vice call. 

Mr. Weber has had a great ex- 
perience in the service system— 
capable of furnishing everything 
from a tack to a complete factory 
and stands ready to deliver both. 
He has been in the United service 
both abroad and several localities 
in this country and now steps up 
to the biggest branch office in the 
biggest city in the world. 

* = 


oo Chaves of Farina, 


Chaves Shoe Co., Lynn, observes 


that practical shoes have sold 
steadily this year and adds that 
prospects are that they will con- 
tinue to sell briskly. Being asked 
to describe a practical shoe, he re- 
plied : 

“No three shoe men agree on 
what a practical shoe may be. Two 
may agree, otherwise there would 
be no business in shoes. These 
two are the buyer and the maker. 
The third always has a different 
notion. That’s why we have crit- 


1 d 


icism, and one improvement after 
another. 

“It is my humble opinion,” con- 
cluded Mr. Chaves, “that a prac- 
tical shoe is one that will show 
three profits, one to the maker, one 
to the merchant and one to the 
wearer. May I add that the wear- 
er usually gets the longest profit.” 


combining THs SHOP Reraiter, July 25, 1931 11 


Cine S. Garber 


of Buck’s Booterie, Sterling, Colo., 
writes: “The government isn’t go- 
ing to be worried with an excess of 
income from merchant excess 
profit taxes, for a few years. In 
the shoe business with mark-up 
being pared as thin as possible and 
mark-down taken as a drastic and 
immediate cut on seasonable mer- 


POOR OLD 
MOTHER 
HUBBARD 


Tc 


chandise, we could not afford to 
pay a sales tax without a relative 
increase in mark-up. This would 
again place the burden of taxation 
on the buyer, which is exactly 
what our government is trying to 
avoid. The only good feature of 
sales tax legislation, as we see it, 
would be to standardize mark-up 
and that would be detrimental to 
seasonable merchandise, which 
must have a greater profit to 
equalize the greater loss taken at 
clean-tp time. The retail mer- 
chant cannot continue in business 
with a profit cut and since he must 
take any tax on his merchandise 
from the consumer we cannot see 
where the government is going to 
profit by sales tax legislation. 


* %* * 


A. J. Bean, 


financial editor of the Boston 
Post, is rated as one of the best 
analysts of public behavior. Mr. 
Bean reports: 





“The most cheerful phase of the 
present business situation is the 
activity in the shoe, leather and 
textile lines and the current sales 
of the chain stores. This shows 
us that we are nearing the end of 
depression. Naturally, as we near 
the end of depression, the things 
which wear out fast show the first 
upturn, Things that are consumed 
daily, like food, gas, electricity, 
tobacco and gasoline have been 
holding their own in consumption 
for many months. The things 
which last longer, such as automo- 


our | 
OWN 
BAROMETER 


TEN 


biles, furniture, radios, etc., are 
among the last to show an upturn. 
The wearing out process has been 
present for a good many months 
and the time is nearing when re- 
placements must be made all along 


the line.” 
* * * 


Listen to your customer's 


conversation. Individual shoe 
store operators feel that they are 
able to serve their communities 
better 
closer to their trade, so are able to 
better sense the buying trends. To 
equalize that condition, one chain 
store executive has organized his 
managers and salesmen as _ his 
“listening posts.” 

And the way David Shearman 
of the Melville Shoe Corp. out- 
lines it sounds quite logical: “Our 
store men do not consciously chart 
trends, but their minds are open. 
They are not doping out or con- 
cerning themselves about what 
will sell next season or next month; 
they are only interested in what 
is selling right now. The conver- 
sation over the fitting stool is 
mighty important, when  thor- 
oughly understood and_ sifted 
down. For example: Early this 
year boy customers were talking 
tan shoes in the stores, yet they 
were buying 85 per cent black 
leathers. When the conversation 
and the sales were plotted it 
showed a wide discrepancy. Peo- 
ple were buying blacks but asking 


because they are much: 


Ask Me Another 
You spoke of better planning in industry 
recently. Better in what way? 
Economists often speak of short run and 
long run. Business has been doing too 
much short run planning. 
Is long run planning feasible? 


It is the price of salvation. Our biggest and 
best managed concerns now practice it by 
seeking out all the facts in connection with 
their business. They are able to replace ex- 
pedient with carefully thought out policies 
based upon their fact finding. 


Seace 6 Teer 


President 


about tans. This showed possibility 
of future trend toward tan shoes, 
which we took very seriously. 
Even so, we were unable to fore- 
see the big swing to tans that de- 
veloped around this summer. 

“When our men report a more 
than usual amount of conversation 
on tans or sport shoes, we know 
that these shoes are in the minds 
of our trade and that a swing to 
these types is sure to follow.” 
Clever, these chain men. 

* * * 


Emil Renner,, 
a director of the Dermata Shoe 
and Leather Factory of Cluj, 
Roumania, attended the Boston 
Market Week. He was sold the 
idea to come to the New England 
show by American Consul John 
Randolph of Bucharest. 
We need to give credit now and 


then to the international friend- 
ships developed by our govern- 
mental representatives, who stand 
at the crossroads of business con- 
tacts the world over. 

Mr. Renner’s company has the 
largest shoe production of any in 
Roumania. During his visit here, 
he expects to purchase supplies of 
leather and accessories. 

* * * 


detdid, 


chiropodist and podiatrist at the 
Hotel McAlpin, New York, warns 


mankind of the consequences of 
future air travel. He saw Post 
and Gatty after their record-break- 
ing flight around the world in 
eight days. He predicted that it 
would take them eight days to be 
foot-fit again. Dr. Erlich says 
that in all probability these two 
men had not walked a mile in all 
their 16,000 miles of journey. No 
wonder they tumbled out of the 
plane—for through lack of use, 
their feet had become weakened. 
They found it difficult to balance 
their bodies properly after eight 
days of confinement in an air- 


plane. In the far, far future, 
when all travel will be by air, may 
we expect to find feet just useless 
ornaments—made such by sitting 
and not walking? 

+. 2 


There is plenty of 
meat in what R. L. Parker has to 
say relative to the selling of shoes 
at retail. “You are the most in- 
teresting individual in the world 
te yourself. Remember, the same 
thing applies to the one you are 
selling shoes. What have you that 
will make life more comfortable 
or make more money for him? 

I think a salesperson should 
make and memorize a sales talk. 

Every salesman should know 
that it does not pay to “shoot it 
all at once.” He must have some 
material in reserve with which to 
meet objections. There is an 
answer for every objection, and 
every person can be sold. I may 
not be able to do it, you may not 
be able to do it, but there is some- 
where, someone who can sell Jones 
that pair of shoes. 

And that’s the way they do 
things in Sulphur Springs, Tex. 

x ok x 


Shoe production 


increases are straws indicating the 
current in the stream of public 
confidence in business. In May, 
24,512,279 pairs of leather shoes 
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showed an increase of 16.4 per 
cent over May, 1930. The year 
to date, January to May, 1931, 
however, shows a decrease of 2.1 
per cent as compared with the cor- 
responding period of 1930. 

A new classification shows up 
due to the introduction of fabric 
and part fabric uppers. In April 
production of fabric footwear was 
1,300,000 pairs; in March—just a 


Rs. a 


million pairs—May’s figures are 
still incomplete. This classifica- 
tion was previously included with 
the data for all leather shoes. By 
this new breakdown industry gets 
a pairage report of their new com- 
petitor in the battle for “upper” 
area. 


TR) Leena 


-& 


* * * 


Leather prices 
strengthened because of two in- 
fluences—the Boston market buy- 


ing and the inter-governmental 
debt moratorium. American Hide 
and Leather Company have expe- 
rienced a short spurt in upper 
leather buying because of the 


Boston Market Fair. Prices of 
side upper leather has _ risen 
another one cent per foot, making 
an advance of three cents—or 
about 15 per cent in two weeks. 
Calf leather has also advanced two 


cents per foot and demand for this 
stock is good. A real scarcity is 
developing in the cheaper grades 
of both side upper and calf 
leather. This has been due to the 
fact that manufacturers have 
been obliged to buy cheaper grades 
because of the very low prices pre- 
vailing for shoes. The tannery 
run now steps up to 75 per cent of 
capacity. As a point in commod- 
ity prices, the domestic hide mar- 
ket remains firm after recent ad- 
vances and the foreign markets in 
both hides and skins are strong. 
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p resident Henry Bell, Jr., 
of Bell Walt & Co., Philadelphia— 
and head of the National Associa- 
tion of Shoe Wholesalers, told the 
executive meeting of that organi- 
zation at its meeting in Boston last 
week that: 

“Wholesalers are sharing in the 
general feeling of optimism re- 
garding the immediate future. 
They are of the opinion that stocks 
on the shelves of retail shoe mer- 
chants are fairly low.” 

The wholesaler’s place in the 
scheme of distribution is showing 
a material improvement, for he has 
the supply of shoes nearby and a 
service instantaneous. It was de- 
cided by the executive committee 
that the annual meeting of the as- 
sociation be held in New York 
next October—at the time of the 
semi-annual Styles Conference at 
the Hotel Astor. 

President Bell and the other 
members of the committee were 
unanimous in their praise of the 
1931 Boston Shoe and Leather 
Fair as a model bysiness exposi- 
tion and expressed their pleasure 
at the large volume of buying of 


New England footwear in evi- 


dence. 
* *k x 


leving Grossman, 
sales manager for I. Miller & 
Sons, Inc; Long Island City, 
N. Y., reports the establishment 
of a very complete and interest- 
ing hand-sewed de luxe shoe divi- 
sion. He also says: 

“Do you know that during this 
era we have found a very strong 
interest in hand-sewed de luxe 
customized shoes. When values 


fe 
v! - 


are the dominating cause in the 
national market of shoes, it is 
tremendously interesting to note 
the fact that smart women, who 
want good shoes, are expressing a 
rounded interest in the arts and 
qualities of beautiful shoes that 
are hand-sewed and bear the stamp 
of craftsmanship. 








“Surely, you remember me?” 


“The face is not familiar, but | do recognize the feet.” 
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BUSINESS DAYTIME 


MEN 


Pinseal storm shoe; medium 
narrow toe. 


Smooth calf, medium weiht, 
narrow toe. 


SPORTS 


Patent or dull dress oxford. 


ae Full dress seamless, patent 
Spiked sele golf moccasin. cahoad: 





COLLEGE 
MEN 


DAYTIME 


Full brogued, medium 


Narrow toe, fine grain, blucher 
small grain. or bal. 


SPORTS DRESS 


Elk combination, leather or 
rubber sole. 


Patent or dull dress pump. 


Brown and tan calf combination. 


Read the story about 





SNAPPY DAYTIME 


DRESSER 


Calf and novelty leather; 
medium toe. 


Medium calf, plain toe; novelty 
type. 


Calf and grain combination; 
full toe. 


the Model Stock 
Keeping Plan that 
accompanies the 
style chart for wo- 
men’s shoes in the 
July 18th Boot and 
Shoe Recorder. 


SPORTS 


Calf combination, dressy sports 
oxford. 





Men’s Fall Shoe Styles Coordinated 


—showing typical selections for a basic stock in each of three customer groups. 


HE joint styles conference committee on -men’s shoe styles 

grouped fall shoes in three price ranges—up to $6, $6 to $10, 

over $10. In this chart we have used three groups, correspond- 
ing to the three general groupings in men’s apparel styles: College, 
Wall Street, Broadway. The purpose is to bring out this important 
point in analyzing the prospective customers in a trade area or com- 
munity, as a guide in selecting the best selling types of shoes, and 
developing advertising having a logical appeal to each particular cus- 
tomer group. 

While there is a style divergence according to price lines, the 
former $15 shoe customer who has, from necessity, taken to a less 
expensive shoe, will still look for the same type of shoe. On the 
other hand, the Broadway “‘snappy dresser,” who strikes it rich, may 
have more expensive clothes and shoes, but they must be “doggy,” 


unless a change in environment and associates leads him to accept 
the standards of dress of his new social status. 

Therefore, it seems logical to consider customer environment and 
to watch the local style leaders as well as national trends in each 
group, and to get your shoes accepted and worn by the leaders of 
whichever group or groups you may cater to in your community. 

By doing this there’s a better opportunity to concentrate on 
fewer models and get increased turnover; also to increase pairage by 
introducing a new model or models as the demand on the previous 
“hit” begins to drop. Day by day study is essential to do this. 
Where the stock is departmentalized, as suggested in the model 
stock plan, accurate records of sales, turnover, gross and net profit 
on individual UNITS is readily possible. 
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Bullets, Not Buckshot, to Sell Men's Shoes 


To Sell More Men’s Shoes This Fall, Consider the Prospective Customer 
in Planning Advertising—and Give Men’s Shoes Their Just Share of the 
Advertising Appropriation 


I, this model promotion plan 
for men’s fall shoes the first point of consideration is 
the budget. In many stores handling a general line of 


men’s, women’s and children’s shoes, the women’s lines best. 


have been given more than their 
share of the advertising appro- 
priation. 

When the stock is department- 
ized according to the Model 
Stock Plan, and each UNIT has 
its own appropriation of three 
and one-half per cent of antici- 
pated gross sales of that UNIT 
for the season, the difficulty is 
likely to be overcome. At least, 
men’s shoes will have a chance. 

To determine the Men’s Shoe 
Promotion Budget for early fall, 
estimate your expected business 
at retail prices on men’s shoes 
for September and October, and 
set up 3% per cent of the esti- 
mated amount for promotion in 
September and October. 

The second point of considera- 
tion is the Promotion Idea 
Sheets. When the shoes are re- 
ceived and entered in the inven- 
tory records, duplicate Promo- 
tion Idea Sheets are made out 
for each shoe listing: 

1. The general description of 

shoe. 
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WATCH THE CLOTHING 
STYLE TRENDS 


Dark grays, dark and medium browns, 
blues, blue grays and darker tones gener- 
ally; heavier weights; novelty weaves in 
solid colors; some small patterns; some 
tweeds—these for fall according to early 
fabric buying. Check with leading cloth- 
ing stores in your community, catering to 
the three customer types—business type, 
college type and snappy dressers, to see 
which colors and weaves are expected to 
sell best to each group. 

Notice that business men average around 
50% single breasted, fly front, notch or 
peak lapel in topcoats; 30% double 
breasted. Eastern college men take 50% 
notch lapel single breasted coats; fly and 
button through half and half and over 
40% double breasted. Broadway type top 
coats, over 50%; 3 button to button 2 
peak lapel, double breasted; 20% button 
through, single breasted, notch lapel, and 
nearly as many raglans; many belted backs. 

In suits, Wall Street takes almost 50% 
double breasted suits; 25% 3 button, two 
to button single breasted; a few two button 
peak lapels. College men are strong for 
double breasteds, and like the two or three 
button notched style. Broadway is over 
40% for the one button, peak lapel style, 
and 25% for the two button peak lapel, 
with less than 25% of double breasted 
suits. 

Cutivate a few good local sources of 
information for checking, also watch the 
trends at style centers of each type of 
men. It gives you a lot of valuable in- 
formation on possible shoe demands. 
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2. Why you selected the shoe. 
3. The occasions for which it is intended. 
4. The clothing styles and colors with which it is 


Obviously, there will be dupli- 
cation of points for various 
men’s shoes; more so than in 
women’s shoes, but it’s a good 
idea to make out each sheet com- 
pletely because one copy goes to 
the shelves with the shoes for 
salespeople’s information, the 
other being retained to use in 
planning promotions. 

The third point is planning 
promotions to appeal definitely 
to the type of customer, as sug- 
gested in the chart: Business 
men, college men, snappy dressers. 
(Read the text below the chart 
carefully.) Of course, a fur- 
ther division of appeals to spe- 
cial groups, such as police, is ad- 
visable for specific shoes. This 
is already done by many stores, 
which are not applying the same 
principle to their general adver- 
tising for men’s shoes. 

There’s too much generalizing 
in men’s shoe advertising. De- 
veloping appeals of definite in- 
terest to each of the three major 

















y Live One! 


Look at it—then you'll want to 
see it in our store, try it on—and 
probably wear it out! You can 
wear it out of the store easy 
enough—it fits easy right off— 
easy price, too—but it won’t wear 
out so easy! Try it! 
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College men and 
young men who like 
the smart, easy 
ideas in dress—non- 
chalant, but not 
high hat—will find 
fall shoes styled to 
please them in our 
collection of correct 
styles. 


One of the Recorder Shoe Store 
Fall Styles that College Men 


Like is this $650 




















PEP! and 
plenty of it! 


You young fellows who want real snap and 
go will get in this shoe! Boy! but it’s peppy! 
And NEW! If you want good shoes with 
plenty of pep—without spending too much 
money, here you are. Seven new styles at 


$5. 
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customer types will strengthen the selling power. 

What are the sources of style interest to YOUR 
customers? What can you emphasize that will arouse 
their desire for your shoes? Who are the style 
leaders in each group to which you cater? What are 
the interests and activities of each group? In the 
right answers to these questions lies “the plus that 
puts it over.” When a merchant says, “Oh! they 
don’t pay any attention to style in this town’’—what 
he is really saying is that HIS STORE is not up on 
its toes. Certain style leaders in the local groups DO 
pay attention to style, and wear the styles which 
are considered best, according to the standards of 
their “set.” 

These local style setters are following the national 
and international originators; in turn, being followed 
by the lesser lights of the community. Thus the 
problem of advertising appeal simplifies itself into 
studying the customer—his environment, his interests. 

Comfort, fit, quality, value are good staple appeals 
—but they certainly don’t create “style consciousness.” 
They’re the plain cake; the other is the frosting. The 
cake may be the same, but one man prefers chocolate, 
another cocoanut, the third, caramel. 

1. To the business man or Wall Street type: “Our 
narrow-toed Cosmopolitan is approved by 
business men.” “Style leaders of the business 
world prefer the smart, narrow-toed shoe in 
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Two Standbys 
Among Most 
College Men 


Whether you’re an under-grad 
or a young alumni—in fact, any 
young man who likes the easy, 
dressy comfort of college 
clothes, will want both of these 
shoes— 


RECORDER SHOE STORE 


EXECUTIVE 
10 


Alert, keen-minded, pro- 
gressive — his broadened 
view finds expression in 
the cosmopolitan air of 
his clothes. 


The clean-cut custom last 
and beautiful finish of the 
Executive makes it the 
accepted shoe for men 
who are abreast 2f the 
times. 


Brown or Black Calf—$10 
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pleasing variations.” 

Z. To the College type: “Here’s the Shoe that’s in 
every college man’s wardrobe.” “Both Prince- 
ton and Yale men wear this Shoe.” 

3. To the Snappy Dresser or Broadway type: “The 
Ringside—fast as Kid Punches footwork.” 
(Insert name of local fighter who’s fast.) 
“Here’s snap for you, and we don’t mean 
maybe.” 

Obviously, timing is important—men’s styles don’t 


move as fast as women’s from the style centers. Per- 


haps both the clothing and the shoe merchant are a 
bit to blame, where they fail to take the lead. The 
local style leaders will get the new things somewhere, 
sometimes out of town. The thing to do is to sample 
the newest trends and interest the style leaders your- 
self. Then you'll get ’em coming your way—which- 
ever group or groups you cater to. And you'll increase 
pairage through promotions to increase style con- 
sciousness—newspaper, direct mail and windows. 

Fourth—schedule your promotions—newspaper, 
direct-mail, window and interior displays. Have a 
chart of what you’re going to feature, for weeks 
ahead, and get a complete tie-up across the board. 
Have a “high spot” for every week, as the main 
feature. Build the other ideas around the high spot. 
Plan your ads and dress your displays to concentrate 
main attention on the week’s big feature. 
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Gentlemen 


Here’s a Fine 


Fall Shoe 


Fine in its styling— 

Fine in its materials— 
Fine in its making— 
One of several fine fall 
shoes which combine the 
individuality and comfort 
which professional and 
business men desire in 
their shoes. 
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Dominance IT takes cour- 
age to hold to 


of Mediocrity ines Shae 


> easiest thing to 
do is to run 
with the crowd. 

These are very significant days at 
retail. Policies are being made for 
a fall and winter selling season. 
Shoes are being bought to fit into 
' mew price levels. There is grave 
danger ahead. 

Naturally you will say the public 
is price conscious as it never was 
before. Rightly so, for we have 
seen farmers buy shoes on the basis 
of ten cents per dozen for eggs and 
thirty-five cents per bushel for wheat 
—and it takes a lot of dozens and 
bushels to pay for the commodities 
of life. 

But this we do know, it takes few- 
er units in farm production, fewer 
hours of labor in factory work—to 
buy a good pair of shoes—than it 
does to buy transportation in any 
other form. If the shoe dollar is in 
competition with the transportation 
dollar—be it train, bus or private 
automobile—why then we _ surely 
stand on the right side, providing a 
well-balanced shoe is sold for the 
price asked. 

The public is looking for longer 
wearing values in men’s shoes and 
better fashion values in women’s 
shoes and these can only be obtained 
by a price covering the fair costs of 
assembling materials, fabricating 
them and distributing them, pair by 
pair, at retail. 

This is no time to talk large prof- 
its. In fact the term “gross profit” 
is a useless, meaningless, misleading 
phrase which should be ruled out 
and forgotten. Get rid of the terms 
“profits’—either gross or net. If 
you have occasion to refer to “net 
profits’”—which are the only real 
profits—call them “earnings.” The 
word “profits” has an evil signifi- 
cance in the public mind, instead of 
being, as it truly is, a merchant’s 
only pay for his time, his ability 
and experience—the use of his cap- 


ital and the risk of losing every dol- 
lar of it. 

We still maintain that in compar- 
ison with the day’s wage, footwear 
is cheaper than ever before. 

Look at your own store in the light 
of its past satisfaction to customers 
and its future possibilities of service 
—continuous service. Hold to the 
lines that are of standard acceptance 
in your community and hold to 
values. It is obvious that if all 
prices rushed to the bottom, that 
there will be little compensation for 
the service of selection and the ser- 
vice of fitting—both proper items 
of cost to the consumer. 

The crowd instinct of the trade is 
to run with the times. The crowd 
never considers consequences. It is 
bent upon vindicating its opinion at 
any cost. The loss of belief in the 
distinction between a $3.00 pair of 
shoes and a $12.00 pair of shoes, 
turns both trade, and the world of 
values upside down. It is sympto- 
matic of the dominance of medioc- 
rity. A well-balanced shoe, in a 
well-balanced business is assurance 
of “public service that can be con- 
tinuous service” and that is the only 
sort of shoe business that is worth 
while after all. It may be a little 
hard to hold to prices but those busi- 
nesses that are steadfast to values 
ultimately win out. 

In many ways the shoe industry 
is fortunate in having a unit cost 
small in comparison with most of 
the commodities needed in this 
stabilized world—and that reason 
also should be a source of courage 
to serve with pride and profit. 


HERE is the distinc- 
tion between “Mark- 
up” and “Profit.” It 
> is entirely possible 

for a merchant to 

have a very wide margin of “Mark- 
up” and a very narrow margin of 
“Profit.” On the other hand, many 
stores are working on a close mar- 


Mark-Up 
Vs. Profit 


gin of “Mark-up” and showing a 
very satisfactory margin of “Prof- 
x 

The difference depends very large- 
ly upon what the store is selling and 
furnishing its customers besides the 
merchandise that is wrapped in the 
package and delivered to the cus- 
tomer. 

One nationally known merchant 
conducts two chains of stores. In 
one of these chains of stores he sells 
very high grade shoes, renders every 
possible service to his customers in 
the way of perfect fitting, charges, 
deliveries, refunds and exchanges 
and all those other little niceties that 
go to make up the real elite high- 
grade store. 

In the other chain of stores he 
sells a good, substantial quality of 
merchandise, but the stores are less 
expensively fitted up, less attention 
is paid to the fitting. In many in- 
stances during the rush hours the 
customers fit themselves, the busi- 
ness is strictly cash, there are no de- 
liveries of any kind except by parcel 
post and in that event the customer 
pays the postage. There are no re- 
funds or exchanges and in con- 
sequence the store can be operated 
on a much closer margin of profit 
than the higher grade store owned 
by the same concern. 

In a certain city this concern has 
two stores on the same street and 
only one square apart. Frequently 
these stores sell the same shoes. A 
short time ago, for instance the high- 
grade store was selling a certain 
shoe for $8.50, while in the cheaper 
store the same shoe was selling for 
$7.50. In each instance the head of 
this concern maintains the custom- 
er got his money’s worth. The 
difference in the service made pos- 
sible the difference in price. A mar- 


* gin of “Mark-up” that is sufficient 


to provide for both overhead and 
profit in the cheaper grade of stores 
would not provide sufficient revenue 
for overhead alone in the higher 
grade stores. 
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Heel Types Influence New Lasts 


By MADAME HAMILTON JEFFRIES 














12/8 Petite Louis 
Modern Miss 
For school girl who 
likes low dress heel, 
also for matronl 





— Low Block Heel. 
For growing girls’ walk- 
ing and school diet ond 
for sports wear oxfords, 








10/8 College Heel, 
Eo prowing girls’ school wear. 
walking heel. Light for 
all day trot. Models: straps, 
oxfords, operas with combina. 
tion D’Orsay and regent cut. 





12/8 Low Block. 
Mostly for irl 
Medel Pang Fs 
pumps. 2, 3 and 4 eye 

oxfords, 














New heels, drawn actual size. 
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sorts in new lasts, new heels and 
new expressions of sports footwear is growing tremend- 
ously day by day. 

The sorority shops, the new sub-deb departments and the 
summer sales results in selling the extra pair of shoes, have 
brought many new promotion angles into the shoe trade. 

Perhaps the keenest interest is shown in the very much 
needed sub-deb lasts of this season. These fuller, yet re- 
fined toe lines with ball and instep room, the easy vamp and 
the lower heels with new lines and spirit have opened up an 
extra business for the retailer. 

High school and college deb have accepted this type of 
footwear which in turn is reflected in the older sister and the 
mothers’ choice of footwear. While sitting in a sub-deb 
department in St. Louis, I watched two sisters buy their fall 
college footwear. They were sailing for Europe and would 
not be back in time to purchase their shoe wardrobe when 
they returned. One hundred and ninety dollars was spent 
and no argument as to price. The shoes suited and they 
were bought. 

The buyer was a student of his clientele. He put into the 
line those types that women want and must have—and when 
a moderne wants something she usually gets it. 

Two shoe manufacturers have already put the new junior 
heels into their lines with the result of orders that are hard 
to fill and a very bright immediate business. Customer 
good-will is obtained wherever these shoes sell. 

Some of these types are shown in light-weight welts and 
some are being worked out in turns, as the debs very often 
fancy the light-weight turn with easy dancing heel. 

The field for growing girls’ footwear is opening bigger 
and bigger. The business girl and her society sister are 
today so active that foot comfort is absolutely essential as 
well as appearance. Each retailer should watch this new 
trend, as it will open up a list of young customers who in 
years to come will be staunch and eager buyers. 














Light Steps in Shoe 


Selling 


More Ideas on Methods of Leading 


the Customer Up to an Actual Purchase 


So much good material came to us 
in response to the prize question, “What are the 
eight steps necessary in making a sale that, following 
the publication of the prize winning answer along 
with others in our issue of July 11, we give you here 
some additiona: answers worthy of publication. The 
answers show definitely that all over the country there 
are keen, alert shoe salespeople who know how to 
lead the customer through a series of progressive 
steps up to the actual purchase of footwear. Below 
and on the next page we print two letters in full— 
both exceptionally good. Herewith are high spots 
from a number of other letters: 

F. C. ZIMMERMAN, QUEEN QUALITY 
SHOE DEPT., C/o Van Dyke’s, Inc—“This may 
not be the most important step in making a sale, but 


it is the most important step in making a customer. 
You may learn to make the other steps by reading 
books, but only by experience can one become an 
expert shoe fitter. Some buy shoes for beauty and 
others buy for comfort. Remember a store’s greatest 
asset is satisfied customers. If she is buying a shoe 
for dress wear, and wants them small, fit them snug, 
but don’t go too far. It is better to lose a sale than 
sell one when you know it is not right. On the other 
hand, if the customer wants a walking shoe, don’t 


NY 
ar. fi 


1—Approach:—Approaching a customer, 
should not be done like one was approach- 
ing a wild animal of some kind, but should 
be cheerful, smilingly done, and with the air 
that you are full of desire to be of help and 
service. The salesman should have a snap 
in his walk, not lagging like he had a week 
to get there, and should not wait for the 
customer to come to him, but should meet 
the customer. 
2—Ascertaining desires of customers:— 
After greeting the customer with a cheery 
“Good Morning” or “Good..Afternoon,” the 
salesman should listen to his, or her desires 
in the way of merchandise they wish to see. 
In our store we have a line of men’s fur- 
nishings and ladies’ and children’s as well as 
men’s shoes, therefore, we can not say that 


any lady who may enter our store is inter- 
ested in shoes, then—if she is in the market 
for shoes she should be shown very gra- 
ciously to the ladies department. 

3—Seating of customer:—Remember that 
the customer is your guest, and should not 
be made to stand. She is the same as a 
guest in your own house, and should be 
treated with the same respect. Show her a 
seat as soon as possible to do so, and if you 
are busy, tell her that you will be right over 
to help her as soon as you are free. It is a 
little courtesy, but goes a long way to mak- 
ing an impression on customers that you are 
willing to serve them. 

4—Removing shoes:—Here is a good 
place to make or lose a sale. If the cus- 
tomer has on a shoe with a sore corn under- 
neath the leather, and the salesman jerks 
the shoe off and makes the toe hurt, that 
doesn’t set well. In removing shoes, be sure 
that you take them off with care. 

5—Ascertaining the size of shoes:—DO 
NOT ASK A CUSTOMER WHAT SIZE 


SHE WEARS. Take a size device and meas- 
ure the foot to be fitted, and fit it. The 
customer will have more confidence in your 
ability to fit their foot if you do this; also, 
you will konw you are right and will have 
less trouble in assuring the customer that 
you are giving them the shoe for their foot. 

6—The type of shoe:—Here is a place for 
the salesman to do some listening instead 
of talking. Give an ear to the cause and get 
an idea of the type of shoe your customer 
has in mind, the type of heel, and if pos- 
sible, the kind of wear she is going to give 
this shoe. Give the customers the benefit 
of doubt, and trust them not to ask for an 
evening shoe to be worn on the tennis court, 
but—in case they have that type of shoe in 
mind for that type of wear it is very easy 
to show them why this kind of shoe would 
not be practical. Here, also, is the place to 
judge value of shoes wanted. DO NOT ASK 
CUSTOMER WHAT PRICE SHOE SHE 
WANTS. If the shoe you take off is of 
advertised brand, you know about what grade 
it is. If it has no mark of identity, make 
a quick estimate of it, and get a shoe of 
about the same grade to start with, in the 
type as near as possible to the one described 
by your customer. If the price is more than 
she wants, or less than she wants, she will 
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sell a turn sole or high heel, but sell the correct type shoe, 
and fit them so the toes will have ample room. If the cus- 
tomer has a weak metatarsal arch and needs a low heel, be 
able to explain to her so she will understand why she needs 


a low heel. 


The successful shoe fitter is the one who fits 


them so they will come to him when they want more shoes. 


“Make the customer say she will take it. 


First be sure 


the shoe will fill her need satisfactorily, and be sure that 
desire is sufficiently aroused, then act as though the sale were 





let you know. Do not talk price, you are 
not selling money in the form of so many 
dollars, but you are selling foot comfort, 
style and quality in shoes. If the customer 
asks the price of the shoe, tell her. In fact, 
answer every or any question that she may 
ask regarding the shoes, but don’t mention 
the price until she asks it. Another thing, 
don’t go into shoe making more than you 
pro to. The customer isn’t interested in 
that. 

7—Know your stock:—This point is one 
that is to be taken into consideration. It 
gives you a knowledge of the types of shoes 
you have, where they are, and the sizes you 
have. Of course, no one can index their 
mind to remember every shoe they have in 
stock, but they should have a knowledge of 
the stock that will permit them to wait 
upon a customer in the least possible time. 
If customers are kept waiting for a shoe 
they grow impatient, and do not have the 
confidence they should have in the one who 
is serving them. Here another point is 
brought out. Bring both shoes, let the cus- 
tomer have one, and place the other upon 
her foot. Merchandise is bought as we all 
know through hearing, sight, touch, taste 
and smell. Since the customer cannot hear 
a shoe she must touch it and see it. Do 
not show too many shoes to the customer, 
and keep rejected styles out of sight by 
placing them back in stock or behind the 
shelves. After shoes have been selected 
and fitted talk your strong point first. You 
know by this time whether the customer is 
interested in values, styles, or comfort. Talk 
the one you know she is interested in. Pet 
your shoes. They may be the pride and joy 
of the purchaser and she will not like to 
have them thrown around. Follow the ways 
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completed. Never act as though 
you think the sale may not be 
made. The customer will lose 
confidence in what you have said. 
At this point (and not before) is 
the time to mention the price. 
Many sales are lost by discussing 
price too soon. Don’t be ashamed 
to mention the price, but do it in a 
way that will make the price look 
like an added attraction. For in- 
stance, mention the wonderful 
value or the exclusive style for the 
price mention. Always make your 


[TURN TO PAGE 40, PLEASE] 





of a jeweler who is showing diamonds and 
pearls. Your voice should be low—confi- 
dential-like and friendly. Never harsh rasp- 
ing and never get personal. 

8—In closing the sale be sure your cus- 
tomers are satisfied and escort them to other 
departments they wish to visit or to the end 
of your shoe department and thank them for 
their purchase. Make the close of a sale 
the strong point, for herein lies the peak of 
all you have led up to. Make the ending so 
well that as soon as someone mentions shoes, 
the customer whom you have served will 
think of your store and shoes as synonymous. 

PAUL O. CAMPBELL, 
Middlesboro, Ky. 


combining THr SHOP RETAILER, July 25, 1931 21 


may & 


I1—Always smile and enthusiastically but 
discreetly greet your customer. Show an evi- 
dent willingness to be of service. 

2—Then ascertain the size and width of 
feet. 

3—Meanwhile getting some suggestion 
from the customer as to the type of shoe de- 
sired while you mentally visualize the shoe 
that will most favorably impress her. 

4—Patiently fit the foot correctly and satis- 
factorily and help with the decision if neces- 
Sary. 

5—Explain to advantage anything the cus- 
tomer may desire to know pertaining to the 
shoes or to the comfort of the foot. Remem- 
ber if you are a good salesperson, you will sell 
the shoe that you first showed her—because 
that was the shoe that was selected with her 
desires completely understood. 

6—After correct selection has been made 
—do not fail to show a greater personal in- 
terest in her by suggesting some entirely dif- 
ferent type of shoe, such as sport, evening or 
boudoir slippers to better complete the en- 
sembles of her wardrobe. This interest in her 
appearance appeals to most women’s vanity 
and sometimes leads to much new business 
and bigger profits. : 

7—And by all means record the name, ad- 
dress, size and width, for future reference. 

8—Return the wrapped shoes and change 
to the customer as quickly as possible with a 
courteous “Thank You.” If it is a new cus- 
tomer give her your personal store card and 
assure her of your desire to be of service to 
her or her friends by mail or in the store, at 
any time. In case your store is a department 
store escort the customer to the limits of your 
department, meanwhile engaging in conversa- 
tion interesting to the customer and do not 
forget to suggest other departments of your 
store to her, and make it your business, that 
she leaves you wth a smile. 

CHRISTINA MERCER, 
Herrin, Illinois 





Merchandising 
MEN'S 


By ROBERT B. COONS 


Buyer of Men’s Shoes for R. H. Macy & Co 


ee, SE A 


The term “Promotion” in merchandising 
suggests any operation which may be effected to pro- 
duce volume, profit, good will or a combination of any 
of these ends. Specifically, promotion means creat- 
ing profit by the sale of the greatest number of units 
of merchandise at the lowest possible expense ratio 
per unit. There are both positive and negative forms 
of promotion which can be applied to the sale of 
men’s shoes. The negative instruments are the more 
obvious steps taken to prevent the loss of sales, the 
accumulation of an overstock or of old stock, the 
growth of ill will, the presence of a disproportionate 
expense ratio. The positive factors, on the other 
hand, depend upon an aggressive approach to the 
artificial stimulation of sales which will create fur- 
ther profitable volume. 

Most successful shoe merchants undoubtedly follow 
the negative course without realizing the significance 
of the routine which accompanies their daily contact 
with their business. The proper appearance of one’s 
shop or department is an example of more or less un- 
conscious promotion and, as the term “negative” im- 
plies, it is not to the merchant’s credit to have his 
department presentable to the customer but it is a 
reflecion of poor management to allow his physical 
layout to appear uninviting. Likewise, the retail 
salesman probably overlooks the fact that he is con- 
tributing to the good will of his employer in making 
a pleasant and still effective approach to customers. 
Service in completing each transaction must be prompt 
and efficient. Furthermore, a customer should be 
supplied with the style of shoe which he selects and 
he should have no difficulty in obtaining the needed 
size. All of these promotional activities are funda- 
mentals which the customer assumes will take place 
without hesitation or confusion. His point of view 
is that they are taken for granted and negligence in 
performing these duties satisfactorily is difficult to 
tolerate. 


SHOES 
Ata Profit 


IN THIS, the last of a series of three articles on the 

merchandising of men’s shoes, Mr. Coons takes up the 

subject of sales promotion. Fundamental bases on which 
to erect various types of promotion are covered. 


To make intelligent use of the positive methods of 
promotion calls for a thorough knowledge of one’s 
business and requires keen insight and judgment. 
To carry merchandise in a desirable assortment at 
popular prices is not sufficient to gain the objective, 
namely, to sell the greatest volume of goods at the 
greatest profit. The most important positive forms 
of promotion must be uppermost in one’s mind when 
a selection of merchandise is chosen and when retail 
prices are being established. If the merchant has no 
definite aim as to the means of distribution, he has 
bought unwisely. If, on the other hand, he can answer 
the query “How can I sell this effectively,” his pros- 
pective purchase is sound. It is essential to adopt a 
policy and then adapt the most suitable forms of pro- 
motion to it. 

If weapons of promotion are to be used to great- 
est advantage, a proper assortment of merchandise 
must be presented and competitively it must be of 
good value. “Value” being a relative term, every 
shoe merchant must free his opinion of prejudice or 
in the long run do himself an injustice. The public 
sees with a critical eye and one must adjust his point 
of view to an impartial plane if he is to convey the 
impression of good value in his own shoes. Men seem 
to have a very definite opinion as to the type of shoe 
they want to buy and the demand for new styles over 
a period of time is secondary to the exploitation of 
staple shoes at regular prices. The purchase price, 
too, is fixed in the minds of many customers, which 
is a strong argument for preserving regular price 
lines regardless of slight fluctuations in the cost to the 

[TURN TO PAGE 44, PLEASE} 
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TAN DRITE 


Shoes by Knipe Bos., Inc., Ward Hill, Mass 
Stock No. $-43, Hubschman’s Tandrite Calf, color 142 


TANDRITE... Extraordinary Leather 
of Rare Quality! 


Tanned and finished by a process exclusive in many 
details, Tandrite Calf stands out among all other 
leathers because of its perfect adaptability, incompar- 
able quality and beautiful, lustrous finish. 


The highest grade European auction skins, superbly 
finished and with deep, rich Aniline color —Tandrite Calf 
represents the highest development in tanning today. 


A masterpiece of tanning and finishing . . . pleasing 
to retailer and consumer alike. 


E. HUBSCHMAN & SONS, INC., PHILA., PA. 


Tanners of Fine Calf Leathers 
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Do STOCK Shoes 
Encourage OVERBUYING? 


ve we 


By MURRAY C. FRENCH 


In which the author presents both sides of the argument and comes 

to the conclusion that “in-stock shoes enable the merchant to turn 

his stock faster if he does not handle more styles than under the 
make-up plan.”—The Editor. 


A discouraged shoe dealer recently 


‘aired his troubles in this fashion: 

“Everybody agrees that in-stock shoes tend to keep 
a retailer's stock down, increase his turnover, and 
reduce losses. 

“With me it’s just the opposite. My stock is in 
worse shape than ever simply because it has been so 
easy to get shoes from stock. 

“T’ll admit it is all my fault. A child will always 
eat too much if left alone in the pantry. Neither 
have I the will power to resist 24 pairs of this stock 
shoe and 18 pairs of that one, which I would never 
consider buying if they had to be made up.” 

That remark inspired this rather complete survey 
of the stock shoe situation. Among the questions 
asked of a number of manufacturers was this one: 
Do stock shoes encourage the retailer to buy too many 
styles simply because he can get along on fewer pairs 
of a style at the start? 

Two-thirds of the manufacturers said: “No”; one- 
third, “Yes.” 

One of the former, a maker of men’s high-grade 
shoes writes: “We do not find in our own business 
that the retailer is tempted to buy too many styles 
as a result of our stock carry. We do find it enables 
him to offer a wider range of both styles and sizes 
without additional investment than he could on make- 
up shoes.” 

A maker of women’s shoes who has a strong in- 
stock department agrees thus: “No. Buying stock 
shoes causes him to concentrate his purchases more 
closely. He buys from fewer houses, consequently 
does not overlap styles, which results in a decrease 
in the number of styles on hand. 

“We hardly see how it would be possible for a 
merchant to buy a good share of his shoes from stock 
and not reduce his inventory. The only cause might 


“be a lack of adequate records on his part to tell him 


where he is heading and why.” 

It is hardiy worth while elaborating on that side of 
the question, for retailers have long been exhorted on 
all sides to “buy more shoes from stock and thus keep 
inventories down, and still show a wider range of 
sizes in a greater variety of styles.” Merchants are 
much more familiar with these arguments than they 
are with the other side of the question. 

Can there possibly be any arguments to the con- 
trary? 

There is food for much thought in the following 
statement, coming as it does from a manufacturer 
with an excellent stock department: 

“Stock departments could certainly help to reduce 
the retailer’s stock—but he won’t let them. His 
staples, the very stocks on which he makes his money, 
he pinches down to a minimum by buying only one 
pair of a size. 

“Then instead of holding the rest of his money out 
of the business, he puts it into novelty styles from 
every Tom, Dick, and Harry that comes along. He 
can’t resist ‘we have this shoe on the floor.’ 

“Thus he does not lower his stock; he merely 
spreads it out—and misses sales on his good selling 
staples because he buys only one pair even in the 
best sizes. 

“There is no offence intended but the retailer to- 
day does not ‘plan his work, then work his plan,’ and 
we believe the tremendous in-stock departments are 
largely to blame. He lets things go till the last 
minute, then in a big hurry tries to pick up the popu- 
lar styles or something that is selling in a competitive 
store. 

“If he had one-half the gumption he had fifteen 

[TURN TO PAGE 28, PLEASE] 
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ppre call o n/ 


alue “We have just finished opening and check- 


ing approximately 1,000 pairs of Crossett 
shoes for fall, and at this time we wish to 
congratulate you and your organization for 
the promptness of the fall shipment and 
the clean and skilled workmanship with 
which these shoes impress us.” 





To Retail $5.00 


Service 


“It is our greatest pleasure at this time to 
thank you for your cooperation and for 
the merchandise that you have shipped this 
fall. It pleases us greatly to assure you of 
our future business as long as the Crossett 
Shoe Company continues to manufacture 
shoes of this quality.” 





B/ Avs 
oN 
_ Shoe }} 
ee, | 


To Retail $6.50 - $8.50 


@ 
Co-operation, | és | 
We wish to state at this time our appreci- 


ation of your Mr. A. F. Medine and his co- 
operation this season in taking particular 
pains in seeing that our order was properly 
written up according to exact specifica- 
tions, as it is a pleasure to buy merchan- 
dise from one who so thoroughly knows 
the business ethics of his house and its 
product.” 


CROSSETT SHOE CO. 


FACTORY AT AUGUSTA, ME. 212 ESSEX STREET, BOSTON, MASS. 


Coast Representatives 
A. F. Medine, 573 Haywood Hotel, Los Angeles 
Chris E. Nelson, Hotel Gowan, Seattle, Wash. 


* 
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SMandardize On Cvane Bran oL 


LINING COLORS 


Note these special 
facts about Pearl 


COLOR JQ ~ 


PEERLESS KID Gray 


COLOR 26 —~ Parchment 


LINING 


Made in one special tannery. 
Made by one special crew of work- 
men. 


Made of one specially bought raw 
stock used only for PEERLESS KID 
LININGS. 


Tanned by a special tannage that 
gives a firm yet mellow texture. 


—a flat, smooth grain. 

—a clean, non-fibrous edge trim. 

—an especially uniform run of 
color. 


From start to finish we neglect 
nothing that will assure the best 
and most consistently dependable 


quality linings. 


All POPULAR 


AND PASTEL SHADES 
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conviction of 100% quality 
‘outside the shoe ..- - - 


PEERLESS 


LINING KID 


A Specialized Lining Stock 


It has been our experience in working with our customers that shoe manufacturers desire a different char- 
acter of leather for the lining than the outside. 
Many of the best features of “outside” shoe leather do not meet the requirements for lining stock. 


A firm texture is a basic lining leather requirement—for that means a flat, smooth grain with no wrinkles 
to be ironed out. 

—and also a clean non-fibrous or spongy edge trim. 

Yes, a perfect lining stock—is a distinctly specialized proposition. 


And the extra sales value of such a lining cannot be overestimated. 


JOHN R. EVANS & CO., CAMDEN, NEW JERSEY 
CINCINNATI PHILADELPHIA MILWAUKEE ST. LOUIS BOSTON 


IT’S AN 


EVANS LEATHER 
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ROCHESTER 











[CONTINUED FROM PAGE 24] 


years ago, he would plan his merchandising for a 
period of three or four months, make his purchases 
accordingly, then put his efforts into selling those 
shoes.” 


the maker of one of our 
foremost good grade health shoes, thoroughly stocked, 
contributes a similar idea. 

“Your question is very important at this time. 
Having studied all sides carefully there is no doubt 
but what the stock shoe proposition has been over- 
promoted in the past few years. 

“The merchant is inclined to buy too many styles 
because he can spread his budget over a great variety, 
figuring he will fill in sizes from stock as needed. 
The result is too many odd lines, but the worst fea- 
ture is that when he begins to fill in on his best 
sellers, everyone else is doing the same, his orders are 
unfilled and he loses too many sales. 

“This large variety of styles with no sizes makes it 
harder on the salespeople. 

“The successful store of the future will make an 
advertising feature of being able to fit people prop- 
erly. That means they will have the sizes on their 
shelves, not in the factory. The surest way of having 
sizes is to order them made up, using the stock de- 
partment to fill in between make-up orders. I say this 
even though we are a great in-stock house.” 

There seems to be little dispute that one of the 
main purposes of in-stock departments is to allow the 
retailer to carry more styles but fewer pairs of a 
style. 

Which prompts this question: Have we come to 
the point of discarding the fundamental theory of 
“fewer styles but more sizes ?” 

Certainly no principle has been more ardently ad- 
vocated in recent years. It is equally popular with 
manufaeturer and merchant. It is especially upheld 

by the man who does 

the actual fitting, the 

retail salesman. More 

~ than anything else, he 

likes to be able to go 


‘ ane to the shelf and put 
s as HF his hand on the exact 
ssf 8 size, with no switch- 
Hit 
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Do Stock Shoes Encourage Overbuying? 























ing around nor € g 

arguments. igh 
Yet the 

w hole appeal 

of the stock 

shoe idea is to- J 


ward the oppo- 

site plan of 

merchandising. Furthermore the retail salesman is 
loudest in his approval of the in-stock department 
scheme. 

To solve this seeming paradox let us examine what 
might be a typical example. 

Suppose a merchant’s budget on a certain grade 
shoe over a certain period of time allows him to buy 
400 pairs. If there were no such thing as stock shoes, 
he might decide to buy possibly eight styles. In some 
numbers he would buy 60 to 70 pairs, in others 24, 
with an average of 50 pairs to the style. 

On the other hand, if the salesman had stock shoes, 
he would doubtless remind the retailer that those 
eight styles would not cover the field. Look at this 
fine number—and that one. Why not buy twelve 
styles of, say, 25 pairs each instead of 50? 

That would make only 300 pairs. He would still 
have 100 pairs leeway to fill in from stock on the best 
sellers. He could size up every Saturday night and 
have them on hand the following Saturday. 


Which method brings best results? 
The in-stock salesman might argue: “Under my plan, 
if a shoe doesn’t sell you are stuck with only 25 pairs, 
not 50. If it does sell, you have access to our immense 
stock. We take all the risk. 

“By showing twelve styles instead of eight you will 
make more sales. Having a wider outlet the factory 
can afford to carry a much greater range of sizes than 
you can. Yet those odd sizes are available to you 
on a moment’s notice for the asking. 

“A retailer has no business with more than one 
pair of a size. Instead of having a lot of duplicate 
sizes in the stock room, let us carry those duplicates 
in the factory. You buy only what you need, not 
what you guess you're going to need. You will never 
be out of sizes except the few days it takes to bring 
them here. 

“Thus your investment is never over three-fourths 
what it would be the other way. Even at that your 
salesmen always have the sizes they want. There 
need be no misfitting here.” 
[TURN TO PAGE 68, PLEASE] 
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- ‘TAHOE Tie—black of brown 
suede. Genuine rajah lizard 
inserts. To retail at. . $10.50. 7 
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IN STYLE ano IN STOCK | 


to make this the 


greatest of all seasons 


in Profits 


Of all seasons this is the most opportune 
for Walk-Over dealers. Not only are the 
new Walk-Over patterns and materials 
styled to the minute but those sometimes- 
taken-for-granted qualities of superior fit- 
ting and comfort (long Walk-Over tradi- 
tions) are this fall closely allied with style. 


Moulded Footwear for the 
Moulded Silhouette 


The new moulded fitting of coats, suits 
and dresses is the primary style news for 
fall. To complete this trim and youthful 
silhouette Walk-Over moulded-to-fit foot- 
wear. New lasts so engineered as to give 
the smallest, smartest appearance to the 
foot. A feature of Walk-Over national ad- 
vertising. 
Fashion Welt with a shank 
like a turn 

With tailored clothes, welt shoes. And 
Walk-Over continues its world leadership 
as welt shoe makers with a new combi- 
nation process. Regular welt forepart with 
ashank the lightnessand tightness ofa turn. 
A special group of Tailored-Town type 
patterns to promote this important feature. 


Main Spring* Arch to maintain 
Summer pep 

The women in your community will come 
back from vacations full of vigorous health. 
To help them keep their summer-time 
pep, appeal to them with Walk-Overs 
with the Main Spring Arch. Style types 
(protective) and Relief types (corrective) 
in new and beautiful patterns. A special 
addition to this famous line is a group 
to retail at $8.50. Did you know that 60% 
of the women in an average American 
community wear shoes with some sort of 
arch supporting feature? And that the 
Main Spring Arch, an arch exclusive with 
Walk-Over, is considered by leading au- 
thorities as the most worthwhile of all. 


In-Stock to reduce your 
overhead 

To reduce your stock and overhead, to 
speed turn-over, the world’s largest in- 
stock department of fine shoes is ready to 
cooperate with you this fall. Ninety per 
cent of orders are filled the day received. 
And Walk-Over Shoes give Walk-Over 
dealers full 40% gross profit. 


*REG.U, S. PAT. OFF. 


WALK*: OVER SHOES 


GEO. E. KEITH COMPANY, CAMPELLO, BROCKTON, MASS. 
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SITTIN’ PRETTY 


2% 











ty) SATURDAY EVENING POST 


ADVERTISING i 
Is Helping Our Dealers, 
to Sell 


Warch for the unusual BOB SMART 
ad in The Saturday Evening Post 
issue of March 14¢h 


Growing by 
Leaps and Bounds 


All records will be broken this year. 
ipmencs each week to dare foe 1931 
show 4 substantial gain over same period 
& of 190. 
Lobe Pam ae 
Sith Sputy tae eer 





with BOB SMART 
q nationally advertised 
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dvertiser who reports a gain 


emand and in Sales Volume 





Bos SMART SHOE Co. 
(_ Manufacturers of 


a 


April 23, 1931 


Boot & Shoe Recorder 
239 West 39th Street 
New York, N. Ye 


Gentlemen: 


The fact that the Bob Smart Shoe Company are national adver- 
tisers and have been a regular advertiser in the Boot & Shoe 
Recorder indicates that we are strong believers, not only in 
a policy of advertising, but the important part the Boot & Bob Smart trade 
Shoe Recorder plays in the shoe and leather industry. i 
paper advertising does 

We use the Boot & Shoe Recorder to not only keep our trade ‘ 
name before the best retailers throughout the United States, four things: 
who are your subscribers, but also to coordinate the effort 
of our salesmen as they travel through their various terri- (1) It acquaints mer: 
torlese 

chants with the na- 
The Boot & Shoe Recorder has played an important part in ace D es 
quainting the best shoe retailers everywhere of the Bob Smart tional advertising 
national advertising campaign which has proven to be such a of Bob Smart shoes. 
big help to our dealers and agency accounts. 





We, as a member of the Shoe and Leather fraternity, extend (2) It keeps the BAnse 
to you our appreciation for the good work you are doing in and qua lit y and 


our industry. selling features of 
Yours very truly, Bob Smarts con- 


BOB SMART SHOE COMPANY tinuously befo re 
the attention of 
oO dealers. 
GRO. P. U : 


UTLEY It builds prestige. 
GENERAL MANAGER 


Augments the effort 
of the men on the 
road. 














Bob Smart uses the Recorder exclusively. Full pages 
regularly. Such advertising is impressive and effective. 
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More Dignity in 






J uly sale copy 
the country over is remarkable in 
that superlatives have been elimi- 
nated to a large extent. Instead of 
smearing black ink through the copy 
in shrieking headlines, the advertis- 
ing has all the appearance of being 
regular and sensible. Perhaps the 
temper of the public has had a great 
deal to do with this welcome change. 
The following phrases from the ad 
copy of leading stores illustrate the 
tendency toward a more conserva- 
tive tone in shoe publicity. 

“Honestly, aren’t you tired about 
hearing about ‘sales’? Merchan- 
dise seldom sells for more than its 


Wis ss is more 


than you wish to 
spend... here’s a 
savings of $1.05 


Smart New 
LINENS... 

SUVA MESH... 
BLACK and WHITES 
BROWN and WHITES 
WHITE KIDS... 
BLOND KIDS... 
















































Asd Dozens of 
others just received. 


$4.95 and $5.95 




















217 North 20th Street 














Shoe Advertising 


July Sale Copy Shows De- 


. cline in Use of Superlatives 





jat IVE DOLLARS 











an entire new selection 
of “Black-Cat’”’ 


SPORT SHOES 


They’ve just arrived—a brand new selce- 
tion of “Black Cat” Sport Shoes. Thirty- 
different styles and combinations—all at 
this modest price of $5.00. And you’ll 
find quality leathers and shoemaking 
that establishes a new standard of value 
at this low price. 


HOFHEIMER'S 


Broad at Third 

















Thousands 
of Pairs at 


$9.65 


summer 
this sale enables you 
to get Gilmore's lovely 
shoes at 

cost. 


less than 
Over 800 Vf, 
pairs of 
shoes, 2 
including 
cayenne Price 


$2.50 


value; and the only standard of 
value is gold! Quality and In- 
dividuality (as well as a price 
consistent with both) are now 
demanded by discriminating cus- 
tomers everywhere. We invite 
you to visit our shop where look- 
ing incurs no obligation to buy 

. where you cannot help but 
enjoy seeing fine merchandise at 
prices no higher than elsewhere, 
quality considered.”—-C. Craw- 
ford Hollidge. 

Gimbel Bros., Pittsburgh.— 
Ten-dollar white linen shoes, 
$5.90. White is the most im- 
portant color in your summer 















costume. These linen shoes are expertly styled. Practical to wear, as 
they are so easily cleaned. Pumps with high heels. Straps with 
center buckle. Oxfords with high Cuban heel.” 

Chappell, Syracuse—“Fine footwear. Wales ties. Strap slipper 
and pumps. Regular $6.90 models now $4.85; $8.50 and $10 models 
now $6.85. White, brown, beige and blue kid; white buckskin, white 


and natural linen. 


Stern’s Shoe Salon, New York.—“This once-in-a-reason oppor- 
tunity to secure Stern’s fine shoes at savings, offers the greatest values 
in years. Literally every important summer footwear fashion is 
included—‘Aphrodite’ punched morocco, tintable linens, suva cloth 
shoes, classic sports pumps and oxfords, including the popular white 
bucks, our famous Trianons for resort, street and evening and our 
Footsavers too, if you wish extra comfort in your smartness. Sizes 


2% to 9; AAAA to D.” 


Merick’s, Dayton.—“‘Every summer shoe sharply reduced to $4.85 
and $5.85. Established summer successes in linen and kid, white, 


beige, navy and black 





punched shoes, ties, straps, pumps. 
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THE CORCOR CONTEST 
is closed 


We wish to thank the hundreds of entrants for their interest and 
valuable contributions, and to express a genuine regret that all 
cannot participate in the prizes. 

e ee e 


THE QUESTION ASKED WAS 


‘What is the one most important consideration in selecting a line 
of men’s shoes to retail at five dollars?” 


FOR THE BEST LETTER THE FIRST 
PRIZE OF FIFTY DOLLARS HAS 
BEEN AWARDED TO 


MURRAY C. FRENCH 


Controller, The Fontius Shoe Co., Denver 
e 


MR. FRENCH WROTE: 
“FIT is the vital factor that will make or break a line of men’s $5.00 


“Why is fit most important? From the merchant's standpoint—he can 
select from your line exactly the styles that suit his trade, since styl- 
ing a line of men’s shoes is comparatively simple. With materials 
at their present prices, he can specify adequate intrinsic value. But 
if the FIT is not there, he is helpless. There is nothing he can do 
about it. 

“From the customer’s viewpoint—the great majority of men would 
like to buy $5.00 shoes. Those who pay more, every single one of 
them, do so solely and only because they are afraid of the FIT of 
$5.00 shoes 

“. . .. For many, many years we have taught men, truthfully, too, 
that the superior FIT of high priced shoes is their distinguishing fea- 
ture and is the customer’s insurance against painful, or even injured 


“Therefore, if you can, in $5.00 shoes, duplicate the FIT men have 
been getting in the higher grades, you will have removed the only 
prejudice now held against $5.00 shoes on the part of either the 
merchant or customer.” 


In the main, we agree with Mr. French. Certainly FIT is very important 
= any line of shoes, at any price—and not to be found in every $5.00 
It has long been our object in manufacturing Corcor Shoes to develop 
lasts which would fit the great majority of men with a normal range 
of widths and sizes. —_ 

This extra attention paid to the *"~ = ‘ 
do with the cor 

made $5.00 

If you are - 

portance - 


log show” 
days—- 


t 


<a 


| 
f 
: 


e 
PRIZE AWARDS 


IN THE 
CORCOR 
CONTEST 


e 
FIRST PRIZE 


(Fifty Dollars) 
MURRAY C. FRENCH 
Controller, Fontius Shoe 
Company, Denver 
Subject:—FIT 


e 
SECOND PRIZE 


(eentr-Ges Dollars) 


Manager, Family Shoe Store, 
Washington 
Subject:—SMART APPEARANCE 


° 
FIVE DOLLAR 
PRIZES 


EARL H. DAVIS 

Shoe Salesman 

Lansing, Mich. 
Subject:—SE iG APPEAL 


e 
Cc. BERYL SNYDER 
Snyder’s Booterie 
Scottsbluff, Neb. 
Subject:—FIT 
® 
G. D. SHIRKEY | 
Manager, Cain’s Brownbilt 
Shoe Store, Gallup, N. Mex. 
Subject:—IN-STOCK SERVICE 


8 
SAM W. MABRY 
Salesman, Florence Shoe Store, 
lorence, S. C. 
Subject:—IN-STOCK SERVICE 


® 
R. A. WINN 
Buyer, John T. Winn, 
East Pittsburgh, Pa. 
bject:— R 


® 
A PAIR OF 
CORCOR SPORT 
SHOES TO: 


JACK WALRAVEN 
Perkins Bros. Co. 
Greenville, Texas 


@ 
E. W. EDMONDS 
Rosenberg Bros. 
Troy, Ala. 


® 
WALLACE E. STERLING 
Wood & Sterling 
Mankato, nn. 


e 
H. H. van BENTHUYSEN 
Walk-Over Store 
Montgomery, Ala, 
e 


—— 
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»»»| Pharaoh’s Daughter— 


is said to have found a Prophet in the water. Many a 
milkman is said to have found a profit in the water too. 

History, it has been said, has the habit of repeat- 
ing itself. 

Centuries later, a shoe manufacturer in Milwau- 
kee found a profit, for the downtrodden dealer, in the 
sale of GOOD SHOES. 

Walter Booth is not a Moses, but he did rush in 
where angels fear to tread, and started something 
new in the selling of SHOES. 

It was a quaint old custom to believe that when 
the manufacturer made and sold shoes at a profit to 
himself, that ended everything. 

The idea that the dealer might need a profit too 
to prosper and progress in the building of HIS busi- 
ness, was not to be taken too seriously. : 


Once in a while the ultimate consumer was men- 
tioned but not often. If it happened that the soles of 
his SHOES wore thin before the uppers, so that he 
could stand on a dime and tell whether it was heads 
or tails, well, that was just too bad. 


ed 





wae 


-* a 
tn~ 0 





! 


| 
Some Said It Sounded Silly! 


Maybe so, said Walter Booth, but I’ve got an idea 


it will SELL SHOES. And darned if it didn’t! 
Here itis.... 


ind sal, , 
Booth Shoe 44.28 S Booth Shoes 
Company. Merchant, 


Policy of Selling 


] th Shoes sh 
, Box all 
Sltimate tetai] i soa rarough “4 
me Booth Shoe v oe 
NO retail Stores ofits, on 


oth Shoes 

* to i Shall] 
lower peices sited Fetail chain, Std 
calers, to established Boy tt 


e W. 
* shall Sid ny 


at th mechan 
le hi 


800d 
tition 8 and enable'hin 


th organ:..- 
cane ali Pledges it. 6 Booth 
©, and to oa Teview of Sty] i 
© the . th Shoes 


Popular trend, 


SHOE COMPANY 


Milwaukee, Wisconsin 


DRE S § 





MEN’ §S 
In stock AAA — EEEE — Sizes 5-14 
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JOSEPH LAZARUS 


“Catch the public eye—then 
hold it,” said Joseph Lazarus, owner of the Brown- 
bilt Shoe Store, at Pampa, Tex. 

“We don’t expect to attract the reading public to 
our advertising by constantly praising the merchan- 
dise we sell,” Mr. Lazarus explained. “We try to 
catch their eye by tying up with local happenings 
that are holding public interest at that time. The 
public is always more interested in what people are 
‘doing’ than in what merchants are ‘saying.’ So we 
capitalize on this fact in our advertising by playing 
up what others are doing instead of what we are 
saying. : 

“About the time we opened our store, having no 
mailing list to start with, there was a cooking school 
being conducted in this city. Right there we got a 
mailing list,” Mr. Lazarus said. “I know of no 
better place to get a mailing list for a shoe store 
than at a cooking school. Such a gathering is 
attended by housewives and mothers, who really 
handle the purse strings for the average American 
home. 

“To get our list we invited every lady who at- 
tended the school to visit our new store and sign 
her name and address opposite any number on a 
page. The numbers were shuffled every day at the 
close of the cooking demonstration and the lucky 
number won a pair of hose. A grand prize, the 
choice of any pair of shoes in the house, was given 
at the close of the school. Not only did we secure 


How a Texas Store 
“Cashed In" on 


Unusual Advertising 


“The public is more interested in what people are 
‘doing’ than in what merchants are ‘saying, 
Joseph Lazarus of Pampa, Texas. In this article he 
tells how he applies the principle to get the attention 









9 


says 


of the public—and hold it. 


our mailing list in this way but we attracted atten- 
tion through an event that was already widely adver- 
tised. The women knew all about the school. They 
read our ads to see what we had to say about it.” 

A Help-the-Other-Fellow sale recently put over 
by Mr. Lazarus worked out profitably for his store 
and for “the other fellow,” too. Announcement was 
made through newspaper advertising. that a 10 per 
cent reduction on the purchase price of any pair of 
shoes would be made to the customer who left his 
old shoes to be turned over to the Welfare Asso- 
ciation for distribution among the needy people of 
the city. 

“As a member of the board of directors of the 
Welfare Association I have received many calls for 
shoes discarded by customers who wore their new 
shoes out of the store,” he explained. “The need 
for shoes and clothing among unemployed families 
has received widespread publicity through the time 
of depression. Everywhere people’s sympathies 
have been aroused. While this 10 per cent reduction 
sale was designed to boost my business by helping 
my customers help other people, still the number of 
shoes that I turned over to the Welfare Association 
made the sale doubly gratifying.” 

Mr. Lazarus often manages to get valuable free 
publicity through the woman’s page of the local 
papers. 

“Society editors, especially in smaller towns, are 

[TURN TO PAGE 68, PLEASE] 
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Boot 
combi 


Bring out the 


UPTOWN SHOE 


and you bring out ae" 


No. 1716 
Gun Calf, over the 
Highland Last. 
Widths AA to D 


RETAILERS 


With an average 
markup of 


35” 


ae 
it 


\ 
HE sixty-odd in-stock shoes in the Uptown line provide one of the greatest mt § 
ak 


money-making propositions in men’s fine footwear. Uptowns sell at prices that F 4 
have always been popular, $5 and $6—and their appearance has proved sufficiently A a aa AND SHOE 


smart to attract the business of men accustomed to paying more. Several patterns 
graduate into the boys’ and Junior men’s sizes to sell at $3.50 and $4. 
“Star Brand Sh B 
tar bran oes are Better” 


ROBERTS J OHNSONSR: 


Branch of INTERNATIONAL SHOE COMPANY 
ST. LOUIS, MO. 
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VODE 
COLOR 


GREEN 


P77 2222222022) 


This smooth, velvety, dark 
green perfected by the Vode 
color craftsmen is deserving 
of its wide spread acceptance 
— and extremely useful to 
match or contrast with all 
other shades of green. And for 
use with Vode Kid color 161 


A PERFECT MATCHING SUEDE — VODE SUEDE COLOR 960 


The trend of color 
preference indicates a nN L L I E 1D) K I D 
great popularity for 

mee COMPANY 


STANDARD KID DIVISION 
209 SOUTH ST. BOSTON 
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appeal to that underlying desire of the 
customer, which determines which shoes 
were to be purchased. If the customer 
has bought a dress shoe, show her sport 
shoes, or walking shoes. This is the 
time to sell the second or third pair. 

W. J. O’BERRY, JACKSONVILLE, 
FLA.—“Show the customer as near 
what they have asked for as possible. 
If you have not got just what the cus- 
tomer asks for, suggest something. 
Very often a customer will change her 
mind and probably like what the sales- 
man shows her better than what she 
has come in the store to buy. When 
showing the shoe to the customer, place 
it on the customer’s foot, if possible, be- 
fore letting the customer take the shoe 
in his hand to examine, as the shoe 
will look better on the foot than in the 
hand. If the customer shows in any 


way that she likes the shoe, imme-. 


diately get the mate and put on the 
other foot, assuring them that they 
have a perfect fit, and by all means be 
sure they are correct.” 

ANDREW REISS, BUFFALO, N. Y. 
—“Always measure customer’s foot, at 
the same time noticing any peculiari- 
ties or evidence of foot troubles. This 
creates an impression of confidence, 
showing you are more than just an- 
other order taker. 

“Try to find out in a general way 
the style desired and the occasion it is 
to be used for, as they may be aggra- 
vated if you bring out some model ex- 
actly the opposite of what they might 
have in mind. 

“After making your sale, replace 
shoes on customer, being careful not to 
appear in too much of a hurry. Don’t 
forget some customers are very sensi- 
tive about these details and a sale is not 
always complete until the buyer leaves.” 

VICTOR J. MARKS, DANVILLE, 
PA.—‘Win their confidence with your 
intelligent manner. Help your custom- 
ers to decide for themselves by tactful 
sugestions.” 

G. B. GURLEY.—“Show the cus- 
tomer a shoe as near as possible to 
what she has asked for, and at the same 
time bring out the shoe you would like 
to sell her. 

“Close the sale on the best shoe. 

Suggest hosiery: and a handbag.” 

G. BACKENSTOE.— “First, the 
“salesman must look wideawake and full 
of enthusiasm. Greet the customer with 
ya smile. See that she is comfortably 
‘peated, and remove all possible distrac- 

ations. 

“Explain good points and fitting qual- 

wities of the shoe she is deciding upon, 
ther than cutting off the sale ab- 


ruptly.” 


‘ A, BOADT, RACINE, WIS.—“I al~~ 


ways like to get an idea what a cus- 
, = has in mind in regard as to the 
of shoe, so I always ask if they 
¥y any particular style in mind and, 
they don’t, I go more by their old 
shoe as to style. 


Eight Steps in Shoe Selling 


[CONTINUED FROM PAGE 21] 


“At this point now I have a good 
idea of this particular customer’s foot, 
and if she or he have any foot ailments. 
If they do have, I make it a point to 
take a pedograph of the foot, explain- 
ing their trouble. 

“I now go ahead and get my shoes, 
selling she or he the one that fits them 
and some type that they like.” 

MARY KATHERINE MERESAXF, 
PUEBLO, COLO.—“Approach cus- 
tomer with an alert, attentive manner. 
Measure her foot carefully, always 
have your customer stand on: the meas- 
uring devices. This gives you prestige. 
She likes this added attention. 

“Study her type. If she is a person 
who wishes quick, alert service, try to 
give this service. And if she be the re- 
flecting, slow thoughtful type, give her 
careful, prolonged service. 

“Ask as few questions as necessary 
as to style, color, etc. Attempt to dis- 
cover her desires in a tactful manner, 
as if you were some great psychologist, 
not just a shoe man. Grasp her confi- 
dence. 

“Bring two shoes as near her wishes 
as possible, slip one on her foot, and set 
the other beside her on the carpet. 
Please try hard to have the correct size 
for the first try-on. The wrong size 
so often promotes the impression that 
the salesman doesn’t know his shoes or 
is not as interested in his client’s wants 
as he should be. 

“Talk the shoe that your customer 
seems to like; that you think meets her 
demands as to price, color, etc.—com- 
fort or style. 

“Be careful about showing too many 
styles. Not over four unless neces- 
sary. Some shoemen say this is the 
opportune moment to use the T. O. sys- 
tem if such a rule applies to your de- 
partment. 

“Stop your shoe parlance when she 
says “I’ll take them.” Added talk, that 
is sales talk, often kills the sale. How- 
ever, you must continue your pleasant, 
interested, though dignified, manner 
until your client has left the depart- 
ment—then give vent to your temper, 
if you must. And another thought,’ al- 
ways say “Yes” to your customer; then 
always add the little conjunction 
“but.” 

S. E. ACKERMAN, FLUSHING, 

“Don’t greet the customer artifi- 
cially. 

“Don’t obtain size haphazardly. 

; “Don’t only show the shoe she de- 
sires. 

“Don’t antagonize your customer. 

“Don’t sit on the stool like a mummy. 

“Don’t be indifferent to her decision. 

“Don’t say ‘goodby’ as though you 
‘mean it. 

“Don’t run away when you deliver 
shoes.” 

LORRAINE CHILDREN’S BOOT- 
ERY, MIAMI, FLA.—“Show the shoes 
she has asked for—telling her the good 


a 


40 


points and special features of the shoe. 

“Suggest another type shoe as an ex- 
tra pair after she is sold on the one 
she asked for. Sometimes if a person 
does not care for a shoe of another type 
at that time, they will shortly, and will 
keep the one in mind that you sug- 
gested. 

“Always tell a person how to polish 
and otherwise care for the praticular 
shoe she buys. 

“Make some personal remarks after 
she has decided what her purchase will 
be. Just a friendly gesture.” 

R. L. PARKER, SULPHUR 
SPRINGS, TEX — The customer may 
say, “I would like to see some shoes.” 
This request of course means he is in- 
terested in the shoes. The buyer may 
have just so many hours a day to de- 
vote to his business. When he gives 
away a minute of this time he is giving 
away his money. You are the most in- 
teresting individual in the ‘world to 
yourself. Remember that same rule ap- 
plies to your prospect. What have you 
that will help him make life more com- 
fortable, or make more money for him? 

“When the customer has given his at- 
tention and interest and the “desire to 
have” has been aroused, it is only log- 
ical to expect buying action. In every 
sale there is a psychological moment. 
The closing of a sale is the climax of 
several agreements. The sales person 
agrees with the customer, and the cus- 
tomer agrees to take the merchandise. 

“Closing a sales talk, like closing any 
speech or letter, should be the words 
that will produce action. The action the 
professional entertainer seeks is ap- 
plause. The salesman seeks buying 
action for his applause. The close is 
the typing together of all he has said 
on the contract blank or sales sheet. 
Every salesman knows that it does not 
pay to “shoot it all at once.” He must 
have some material in reserve with 
which to meet objections. There is an 
answer for every objection, and every 
person can be sold. It is very evident 
that the writer cannot do it, and no 
doubt it would be impossible for the 
reader to sell everyone, but there is 
somewhere, someone who can sell Jones 
that pair of shoes.” 

E. R. McCLAIN, LAMESA, TEX.— 
“Proper impression on customer. It is 
very essential while fitting a shoe to 
impress upon the mind of your cus- 
tomer the absolute correctness of style 
and fit of shoe being fitted. If this is 
done, she will immediately become in- 
terested. 

“Prevent change of mind: After 
proper interest of customer, and they 
agree to take shoe, often times they will 
change their mind. To prevent this 
change subject of shoes, by suggesting 
hosiery or some other item; if not in- 
terested, start some friendly conversa- 
tion, to keep their minds away from 
shoes.” 
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B. C.) the ancient nomads on the great 

plains of the Near East were tending 

their goat herds, then as now. In all parts of the 
world, primitive tribes depend for sustenance and 
comfort ypon goats. Goats are cattle, sheep and 
milch cows for the peasant masses of the world, 
for they supply the necessities of life for these 
people — milk, meat, goat hair, and LEATHER. 
For 50 centuries man has not been able to find 

a substitute to replace leather made from goat- 
skins! For 5000 years, right up to the present 
time (when 50,000,000 goatskins a year are im- 


& Scholars tell us that 5000 years ago(3000 











we, 


LEATHER 


Block and colored glazed kid for outside stock 


and linings (also g Kangaroo) con be 
obtained from Surpass in any grade 
and of standard unvarying quality 
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BE WRONG! 


ported into this country alone) it has dominated 
the world! Despite the countless materials de- 
veloped by civilization in the last century, today 
the supremacy of kid stands unchallenged. 

There must be something unusually fine 
about a leather with a record such as that. 

Keeping abreast with improyements in every 
other business, methods of tanning have wid- 
ened the beauty, usefulness, and workability of 
kid. Today the modern plant of the Surpass 
Leather Company produces the finest glazed 
kid obtainable, both outside stock and linings, 
from carefully selected and graded goatskins. 


PADS 


COMPANY 


9th & Westmoreland Sts., Phila. 
New York Boston Chicago 
Cincinnatti St. louis London (England) 








Did Someone 
Say 
RESULTS 


Suown on the opposite page are just a few 









facts about Keds activities. These figures, how- 






ever, do not mention the tremendous influence 






of Keds advertising in national publications and 





radio. Over fifty million sales messages on Keds 






have been and are being delivered to American 






homes telling the strong selling story of Keds 
and Keds dealers. 







_ There is no substitute for Keds if 
you are thinking in terms of Profits! 
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Think these FIGURES over! 


1. 7000 Merchants 
from the larger type store—such as Abraham & Straus in Brooklyn, 
Powers Mercantile Co., in Minneapolis, Davison & Paxon in Atlanta, 
Wm. Taylor in Cleveland, A. H. Geuting in Philadelphia—to the 
smaller family shoe store, have run special Keds activities in their 
stores, aside from the National Wire-Haired Fox Terrier Contest. 


@ 
2. More than 25,000 Children 
will have attended Keds Theater Parties, sponsored by the manufac- 
turers of Keds, with the cooperation of Keds Dealers. 


3. Over 1,000,000 Children 


have gone into dealers’ stores, eager to know about the Keds Wire- 


Haired Fox Terrier Contest. 

@ 
4. More than 500,000 Children 
have entered local dealer contests, put on and sponsored by the dealers 
themselves. 

8 


5. Over 1,000,000 Children 
have received the Keds Handbook of Sports and Games. 


These are just a few facts about Keds activities. They do 
not touch the greatest dealer help of all, where over 50 
million sales messages on Keds have been delivered through 
national magazines and radio into American Homes telling 
the American public about Keds and the Keds Retail Dealer. 
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Merchandising Men's Shoes 


at a Profit 


[CONTINUED FROM PAGE 22] 


dealer. This should not be interpreted 
to mean that one should take advantage 
of a considerably higher mark-on when 
costs are lowered rather than to change 
the retail price to conform to the new 
cost level. It is more advantageous to 
increase the quality of the product by 
the approximate difference between the 
former cost and the lowered cost. Like- 
wise, in the case of an increase in cost, 
it is safer to withstand the resistance 
against maintaining present prices by 
taking a few cents here and there out 
of the standard specifications up to the 
point where it will not definitely dete- 
riorate quality. Men’s shoes are sold 
under such intense competitive condi- 
tions, that unless a large repeat busi- 
ness can be built up and maintained, 
the cost of selling more shoes each 
season will be so high that the business 
cannot survive. While it is fair to as- 
sume that men’s shoes at very low 
prices do not offer the same possibility 
for percentage of repeat sales as higher 
priced shoes, it would seem an un- 
healthy sign if the repeat business on 
any one price line did not approximate 
40 per cent. It is known to be a fact 
that some shoes sell on a 70 to 85 per 
cent repeat basis. These figures would 
also vary in the type of community, 
for it is not expected that in a metro- 
politan center where transient trade is 
a factor in total sales that the repeat 
business would offer the same possibili- 
ties as in a local community. Repeat 
business in itself, however, is merely 
the backbone of a healthy volume, and 
it has been proved that a business may 
continue with a high percentage of re- 
peats and still not increase from year 
to year. 

Sales events in men’s shoes have a 
very important influence upon the mer- 
chandising policy of any shoe business. 
There are many good arguments pro 
and con. None can deny the advan- 
tages of volume gained in a short pe- 
riod of time to reduce expense; of put- 
ting more shoes on the feet of custom- 
ers who otherwise would not buy and 
who might become regular customers; of 
the economy of cleaning out discontinued 
styles, odd sizes, or old stock. To offset 
these advantages, however, much is to 
be said against the wisdom of destroy- 
ing public confidence in regular prices 
and unbalancing the normal trend of 
volume to the point where an unusually 
large percentage is gained at reduced 
prices during the slow selling season. 
Merchandise can be bought for special 
sales but it is questionable in the case 
of shoes if the losses taken subsequent 
to the sale because of broken stock do 
not more than offset the advantages of 
the volume which may have been 
gained. Furthermore, it is difficult for 
the merchant who is giving the best 
possible value day in and day out to 
offer a comparatively spectacular value 











SHOE PRODUCTION AT A GLANCE 
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The above chart, prepared by the Leather Division, Bureau of Foreign and Domestic 
Commerce, U. S. Department of Commerce, gives a graphic idea of the proportionate 
production of the various classifications of shoes, and where they were made in 1930. 


without reducing his profits beyond a 
reasonable point. It is true, of course, 
that one can merchandise shoes on a 
40 per cent margin regularly and then 
for a limited period each season sell 
them on a margin of 20 or 25 per cent. 
It cannot be proved specifically that 
this is unsound, yet it would seem more 
logical over a long period time to 
merchandise, say at 33 per cent con- 
tinuously. Styles bought for special 
sales do not carry with them the advan- 
tage of bringing the customer back to 
say, “Give me another pair of these.” 
The frequent changing of styles often 
causes ill will for this reason. 

Because of the physical peculiarities 
of men’s shoes, it is difficult for a cus- 
tomer to make a satisfactory selection 
unless'a conscious effort is exercised to 
present the entire assortment of mer- 
chandise:,available. Naturally, shoes 
packed in individual boxes put in an 
inconspicuous place are not accessible, 
and unless a customer makes it a point 
to definitely inquire for some specific 






last or type of shoe, he ig’ much more 
likely to be shown the shog in which he 
is not interested than to h¢ishown the 





shoe which he actually wants.to buy. 
This is a form of resistance ich must 
be combated by simple methods, which 
at the same time will enable the sales- 
men to complete their transactions with 
ease and speed. One scheme which 
works successfully is to display on ta- 
bles in the department groups of shoes 
of one type or at one price. These dis- 
plays arrest the attention of potential 
customers who do not come to the de- 
partment with the determination to buy. 
The shoes can be labelled in some man- 
ner to identify their style and custom- 


44 





ers can first decide the price they want 
to pay and select from the range exhib- 
ited at that price the style which they 
want to wear. Upon conveying this in- 
formation to the salesman, the transac- 
tion can be completed merely by fitting 
the customer in the required size. 

This more or less mechanical pro- 
cedure does not allow the merchant to 
gain sales volume to the limit of his 
possibilities. It remains for suggestive 
selling on the part of alert salespeople 
to supplement the more or less demand 
trade. A great saving in expense per 
transaction results from the sale of 
more than one pair of shoes to each 
customer because two sales will re- 
quire only one salesman’s time. The 
experimental steps in fitting are con- 


‘cluded when the customer has bought 


one pair of shoes. Hence the second 
pair calls usually for a mere duplica- 
tion of size with perhaps some minor 
adjustment. Black shoes are sold gen- 
erally in greater quantities than tan, 
although most men do wear both black 
and tan. For this reason the operation 
of selling is facilitated by arranging 
the stock so that the tan shoe in each 
style is placed next to the black shoe 
in the corresponding style. Thus, after 
the customer has bought a pair of 
black shoes, the salesman, before finally 
completing the sale, can readily bring 
out the tan shoe in the same style and 
size and suggest it to the customer. 
This is a very elementary point but 
salesmen do not always capitalize the 
possibilities which exist for selling ad- 
ditional pairs, and some incentive to 
them is helpful. The best method is to 
make a worthwhile concession in price 
[TURN TO PAGE 70, PLEASB] 
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A GOOD THING 


THE CREASED BREAST HEEL+ 


The CREASED BREAST HEEL IS GOOD 


The Creased Breast or Monoslot Heel with single 
slot in center of breast in which to tuck the cover 
is good. It makes neater breasts that stay clean and se- 
cure longer, and it saves money over “breasted” heels. 


Both types of Creased Breast heels save money, time, 
and material; they improve the aopenennes and wear- 
ability of your shoes. And the covers “stay put” (which 
cannot be said for either breasted or lap-front covers). 


AND AN 


IMPROVEMENT 


THE TRISLOT HEEL + + 


BUTI tHe trisLot HEEL IS BETTER 


because the tongues on each side of the center slot 
spring back when the cover is tucked into that slot. 
The slots may be made narrower, thus making a tighter 
joint; the labor of tucking is less. One width of slot 
will do for all kinds of heel covers— satins or alli- 
gators. The cost of blocks is only one per cent per 
dozen pair more than for heels with single slots. 


All Mears plants sell TRISLOT heels (as well as MONOSLOT heels) 


Fred W. MEARS HEEL COMPANY, INC. 


AUBURN, ME. - COLUMBUS, O. 


ST. LOUIS, MO. - AUBURN, N. Y. 


Associated Companies 
CONWAY WOOD HEEL COMPANY, CONWAY, N. H. 
MERRIMACK WOOD HEEL COMPANY, SALEM DEPOT, N. H. 


LOOK FOR THIS 


TRADE 


ON EVERY 


& Heel Patent # 1,718,177, deted June 18, 1929 


MARK 


HEELSEAT 


& 4 Heel Patent # 1,761,359, deted June 3, 1930 
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WOMEN'S 
STYLES 






“The Priceless Ingredient of Every 
Product is the Honor and Integrity 
of its Maker.” 


This age-old proverb has guided the 
policies of Craddock-Terry Co. 
from its inception—forty-three 
years ago—and today finds its re- 
flection in the quality and value of 
Natural Bridge Shoes. 





These Radio Stations 
will broadeast the 
Natural Bridge 
Feature 


Programs 
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JUNIOR 
STYLES 
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SALESMEN ARE NOW 
COVERING, THE ENTIRE 
COUNTRY 


nmon 


A TOLT 


NATURAL BRIDGE 
AGENCY PLAN 


* 
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SHOES ARE BACKED BY 
INTENSIVE ADVERTISING 


NATIONAL RADIO—To add to an already well established 
acceptance and demand for Natural Bridge Shoes, a unique radio 
program will be broadcast through fifteen strategically located sta- 
tions completely blanketing the United States east of the Rockies. 


LOCAL RADIO—For local daytime broadcasts electrical trans- 
criptions will be supplied to Natural Bridge Agencies without charge. 


NEWSPAPERS—<Announcements will appear in local news- 
papers preceding weekly broadcasts. In addition, a complete series 
of newspaper ad mats are available to Natural Bridge dealers. 


DISPLAY —An unusually ample supply of display materials is 
available in the form of counter and window cards, transfers, neon 
and electric signs, and other features. 


DIRECT MAIL—A varied assortment of direct mail matter is 
ready for distribution by dealers. 


CONTESTS—A unique publicity contest designed to link the local 
merchant with the national advertising is being prepared. 


COUNSEL —Free advertising and merchandising counsel of’ the 
highest order is always available to Natural Bridge Agencies. 


ALL OF THESE ADVANTAGES—are available to Natural 
Bridge dealers without lessening the value of Natural Bridge Shoes. 
Years of experience—volume 

production—high grade ma- 

terials—make Natural Bridge 

Shoes one of the finest values 

on the market. _ 

The full program will be ex- 

plained. by a Natural Bridge 

representative on request. 


© 


NATURAL BRIDGE 
SHOEMAKERS 


Division cf Craddock-Terry Co 
LYNCHBURG, VIRGINIA 


New England Distributors— 
McIntosh Co., Springfield, Mass. 


Pacific Coast Branches 
CRADDOCK-TERRY COMPANY 


San Francisco, Cal. Portland, Ore. 
New York Office—Marbridge Building 
Chicago Office — Republic Building 


GOOD TO THE FOOT 
GOOD TO THE EYE 


GOOD TO THE 
POCKETBOOK 
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Exgquisitely fine and 
evenly running grain 


Serviceability and 
Cutting economy 


You can offer these vital value 
factors in your popular priced 


footwear if you specify 


LUNAR BRAZILS 
BLACK SATIN FINISH 
FALL COLORS 


Many makers of women's high- 
est quality shoes are using them 


as the surest means of securing 


ECONOMY 


Tht 


SACRIFICE OF 
QUALITY 


Titter & Reilly Sales Agencies in Canadian Leather Co., Led. 
65 Broad St., Rochester, N. Y England Germany 140 Inspector St., Montreal, P. Q. 


France 
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FTER August first, the 
Rajah line of sport soles 


known to the trade as “RAJAH 
SPECIAL” will be branded 


RAJAH “RAJAH CELULITE.” Thus the 
& Pp E Cc I A L word RAJAH, recognized for years 


as the hall mark of quality on 
sport soles becomes associated 
with and lends its prestige to a 


be COMES iain 


CELULITE is a new and greatly 


R A 5 A Hi improved compound for sport 
soles. For the past year it has 
Cc E L u LI i K received the most thorough prac- - 


tical testing on hundreds of thou- 
sands of sport shoes, and has fully 
answered the claims of its origi- 


nators. 


Having been fully proved we are 
confident that CELULITE has 
established a definite advance 


in modern sport soling. 


(More about CELULITE 
in August Ist Recorder ) 


ALFRED HALE RUBBER CO. 
NORTH QUINCY, MASS. 


ESTABLISHED 1837 


QAlAd 
O ul 


Lg 
Vaiss 
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Devoted to 
DIsPLAY EQUIPMENT AND SUPPLIES 
for the Retail Shoe Store 






















24 pages of airplanes 

po pci gee ag 
present day shi 

the air Pictures gta 

by Wre Wo lagers 









208 Pages of things a boy can do in- 
chading Plans and Directions. “How to 
make toys and t articles Every 
boy whe hikes manual training work unl! 
find a frend and coumpamen in fis book 





Lure for Youngsters 


How to Do Tricks—Puzzles—Airplane Building—Scout Craft; They 
Can Help You Build Good Will. 


Looking ahead toward school open- 
ing. There will be plenty of competi- 
tion going after the juvenile shoe busi- 
ness. If some of your competitors have 
some good strong drawing cards apart 
from the merchandise itself, this will 
likely nullify the advantage you may 


have as regards actual quality of the 
shoes. It is time now to build fences 
against that. 

The best means of defense is attack. 
If competition may become aggressive, 
your move is to become more aggres- 
sive. The question is—what is the best 


50 


available means of “getting solid” with 
the youngsters. 

A logical thing is—ascertain what 
things interest them most and identify 
yourself or your store with those things 
as a participant or promoter. 

Among the things that most interest 

[TURN TO PAGE 64, PLEASE] 
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OW SHOES ARE SOLD 


IN PORTLAND, OREGON 








A Scientific Store Planning Method That Works 


for Retail Shoe Stores in Any City 











RMISHAW’S of Portland, 
L Oregon, is famous throughout 
the Pacific Coast for fine footwear. 
It’s another case where Grand Rapids 
planning methods and up-to-the-min- 
ute display equipment have proved 
successful in actual service. There is 
no more thorough test. 


Armishaw’s beautiful store front and 
display windows draw customers into 
the store. Scientific arrangement of 
fitting chairs and display cases make 
sure that everyone sees the shoes and 
hosiery on display. Conveniently ar- 
ranged stock eliminates lost motion 
and waste space. Operating costs are 
cut to the minimum. Naturally, prof- 
its are up. 


The same practical knowledge of retail 
shoe merchandising is also available 
to every shoe merchant in the United 
States. Years of experience planning 
successful stores all over the country 
make the work of our Store Planning 
Division profitable for shoe merchants, 
regardless of size or location. We 




















Armishaw’s, Portland, Oregon 


have recently received many letters 
from shoe merchants stating that 
right now new store planning and 
equipment have brought them actual 
increases in volume far above average 
for the times. Send for further infor- 
mation. You can use the coupon 
at right without obligation. 


GRAND RAPIDS STORE EQUIPMENT 
GRAND RAPIDS STORE EQUIPMENT CORPORATION 


Executive Offices: Grand Rapids, Michigan. Branch offices and representatives in 
every territory. Factories: Grand Rapids; Portland, Ore.; Baltimore; New York City 





STORE PLANNERS, DESIGNERS AND MANUFACTURERS OF FINE STORE EQUIPMENT 
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THIS COUPON WILL BRING YOU 
COMPLETE INFORMATION 





Granp Rapips StorE Equipment Core. 
1576 Madison, S. E., Grand Rapids, Mich. 
Gentlemen: We are interested. Please send 
us further information and literature. 
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MERCHANDISING 























FIVE Saturdays in 
l August! Plan to have 

something special for 
each Saturday to bring your 
volume up. Start today 
with a “window sale,” fea- 
turing half a dozen good 
values, with cards empha- 
sizing that these are “Un- 
advertised Specials On Sale 
Today Only.” 



























CHECK your _§ stock 
3 carefully for numbers 

that must be cleared 
before the end of this 
month. If you have any 
summer goods on order 
that have not been re- 
ceived, be sure the orders 
are cancelled. Final call 
for White footwear — it 
ought to be gone within 
two weeks. 





MAKE your windows 

work HARD UE this 

month. Keep them in- 
teresting—and change them 
often. If you have odds 
and ends and broken sizes 
to work off, try using little 
quick trims between di- 
viders with sale cards list- 
ing the sizes available. 
These can be changed daily 
—or oftener. 








DON’T neglect your FALL will be here 
mailing list in August. 6 almost before you re- 
Why not send out a alize it. Have you 





mailing card today saying 
“Watch Our Windows In 
August! Almost Every 
Day We Change the Dis- 
plays of Special Unadver- 
tised Bargains on Little 
Odd Lots of Summer Foot- 
wear! Look In the Next 
Time You’re Passing!” 


made your plans for fall 
window and interior trims? 
And have you ordered the 
necessary display material? 
If not, it should be done 
without a moment’s delay. 
You'll be mighty busy when 
fall stock begins to arrive. 
































IF the first fall styles 
7 have arrived, be sure 
and get them in the 
window today for week-end 
selling with a card, “Ad- 


vance Fall Styles.” <A 
small ad announcing these 
first arrivals might be 


worth while, too If you’re 
going to sell football shoes 
this fall, they ought to be 
ordered now. 





sale of hosiery is as 

good a drawing card 
as you can have. Have 
just one, or possibly two, 
specials, but be sure they 
are GOOD ones, and play 
them up in a big way in 
the windows. On your 
cards emphasize the dif- 
ference between’ today’s 
price and those of a year 
ago. 


8 FOR today’s feature a 





HERE’S a stunt for 
10 next Saturday: Give 

away a ticket with 
every purchase this week. 
Advertise that somebody is 
going to get a pair of 
shoes free next Saturday 
night at 8.30. At that hour 
hold a drawing of the 
stubs of the tickets given 
away during the week. 
You'll have a BUSY Satur- 
day evening. 


























for your fall adver- 

tising. Check up last 
year’s costs, compare them 
with sales and see if you 
can afford to budget as 
much for 1931. Then de- 
cide HOW you're going to 
spend it. How much for 
newspaper ads? How 
much for direct mail, etc.? 


1 A GOOD time to plan 








IF you. have_ the 
12 merchandise to back 

it up, now is not a 
bit too early for a letter 
to your entire list an- 
nouncing that first Ad- 
vance Fall Styles are on 
display, with a suggestion 
that those getting ready to 
go away to school will be 
particularly interested. 

















i 
/ IT’S time to _ begin 
awe your stock 1 featuring Children’s 
ly as ig # Shoes, leading up to 
o bie Geman fer the ~~ School Shoe Week, which 
And cin h et 4 you should promote the 
H YOu Dave & g00 week before school opens. 
selection of House Slippers Start with a small display 


in stock by September 1? ; 
A little display and ex- - eee pe nt 
loitation will keep this a Si og 
ine moving briskly all St a a — Lower 
during the fall season. tae 




















FOR today’s feature 
1 you have the “free 

shoes” stunt which 
is sure to bring a crowd 
into the store tonight when 
the drawing for the shoes 
is held. This stunt has 
been used by one midwest- 
ern store every week for 
more than a year, and it 
never fails to bring a 
crowd. 
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IF school begins on 
17 September 1 in your 

town, next week 
ought to be School Shoe 
Week and you should make 
all your plans for it this 
week, including special and 
UNUSUAL windows, news- 
paper ads and some kind 
of a direct mailing that 
pve be sure to get atten- 
ion, 


FOR your — school 
18 shoe window back- 

ground, a giant Sep- 
tember calendar painted 
on wallboard is effective, 
or a_ schoolroom — scene 
using a wax figure, a desk, 
ete. You’ll find it worth 
while to spend some time 
and money in putting over 
this week RIGHT! It will 
affect sales all fall. 


make “a _ pretentious 

mailing to advertise 
SCHOOL SHOE WEEK. 
Why not a 4-page circular, 
letter size, with page 1 a 
letter to parents, page 3 
an ad on your children’s 
shoes, and page 2 an offer 
of free balloons to children 
who bring the letter in 
during the sale. 


19 YOU should _ also 





HERE’S. another 
20 good stunt for 

School Shoe Week. 
Secure a football and doll 
that retails at about $1. 
Then offer these at cost 
during the sale to _ pur- 
chasers of children’s shoes. 
If you offer something the 
children want, they will 
advertise your School Shoe 
Week at home for you. 





TONIGHT there 
21 should be a big ad 

on fall styles, em- 
phasizin footwear for 
those going away to school 
or college. And Hosiery 
should get attention, too, 
with emphasis on the new 
fall colors. See that the 
windows are changed to- 
night to feature the lines 
that you are advertising. 


IF you have any 
22 summer lines of 

men’s shoes to clean 
up, today might be a good 
day for a Men’s Sale. Or 
perhaps you found the 
stunt of giving away a pair 
of shoes on Saturday night 
so successful last week 
that you decided to con- 
tinue it this week. It will 
bear repeating. 


IF this is your 
24 School Shoe Week, 

it should have been 
introduced with a big ad 
in Sunday’s papers, or in 
today’s. If you’re giving 
the children balloons or 
some other little inexpen- 
sive novelty, see that 
plenty are distributed the 
first day or two to rouse 
interest in your sale. 





tise every day dur- 

ing School Shoe 
Week. And your whole ad- 
vertising theme should be 
that “prices are lower this 
year, yet the quality is as 
good as ever.” Make no 
extravagant claims, but 
emphasize strongly’ that 
more shoe value is obtain- 
able per dollar than in 
years. 


2 YOU should adver- 





TODAY send out a 
2 big, flashy mailing 

ecard to your list, 
saying very briefly that 
“This Is School Shoe 
Week.” Emphasize your 
values, quote your prices, 
but BE BRIEF. The card 
is merely a reminder to 
bring in those who have 
not thus far responded to 
your advertising. 


men’s footwear, you 

may find it  profit- 
able to add a few of the 
convenience lines men buy, 
such as handkerchief, gar- 
ters, etc. A small case in 
your men’s section is all 
that is necessary, and 
many stores find they get 
quite a chunky volume 
from such lines. 


2 IF you specialize in 


USE two ads _ to- 
28 night, one a big dis- 

play featuring the 
last day of your School 
Shoe Week, with some 
special little offer for the 
children to make the last 


day big. In the other ad 
play up Fall Styles, for it’s 
getting along to the time 
where these need more 
emphasis. 





in August should be 

a BIG one. See that 
your windows are at their 
best for the day. Push 
hosiery to every shoe cus- 
tomer, particularly those 
who buy new fall shoes. 
A reminder that you have 
hose in the new fall colors 
bes, bring many an extra 
sale. 


2 THIS last Saturday 











the first of the big 

fali months. Are you 
ready for it? Are the fall 
window and interior trims 
ready to go up this week? 
Have you a good supply 
of style cuts for your ad- 
vertising? Do all salesmen 
know the style feature to 
emphasize in selling? 


31 TOMORROW begins 





Feature 
Children’s 
Shoes for 

School 
Opening 
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MAKE YOURS 
AN INVITING 
INDIVIDUAL 
SHOP 


The drawing power of a charming 
atmosphere is greater than that of a 
lower price. Shoppers the world over 
prefer to buy of—and be seen in— 
progressive, smart looking stores. It 
will pay you handsomely to make 
your shop inviting and individual. 














Hundreds of owners and managers 
have given their shops an air of dis- 


tinction—a back d of prestige, “79 
eatin angi 2 He didn’t count sheep 
distinctive, American Seating Com- ° ° : 
pany reital adie. They will impart jumping a fence 

an atmosphere of exclusiveness to 

your shop—bring in more patrons— NS SIR! The guest we have in mind 
move more shoes from your shelves. had his own cure for insomnia! He 




























asked us to furnish a thermos bottle full 
of hot milk, so that he could have it by 
his bed, in case he woke up at night, 
take a drink ...then get to sleep again! 
Thermos bottles and hot milk aren't 
part of the standard equipment of United 
Hotels... but we do have large, airy 
high-ceiling rooms, with a feeling of 
pleasant freedom...and the beds... 
well, if you've ever slept in one of our 
hotels you know how good they are! 
So there’s very rarely occasion for in- 
somnia at any of the 25 United Hotels 
listed below. 


Extra service at these 25 


UNITED HOTELS 





NEW YORK CITY'S only United............-- The Roosevelt 
PHILADELPHIA, PA...............+ The Benjamin Franklin 
IN ie os6s 5s ck eadesaceereoaces The Olympic 
OCBETEE, BAGS. 5 ons ss vcccccccesescccdes The Bancroft 
WRN Bais 55,0 a60sidis 0050 scnscedeesn The Robert Treat 
oS eee eer The Alexander Hamilton 













TRENTON, 22.J......2.... The Stacy-Trent 
Our designers and draftsmen will SII 05 s:o'sskc bic edeaes vaeabne oe 

IR oo. o 0 os vn knvacescacuscwete e Ten Eyc! 
suggest free, yon arrangement of PUM. hss .sccchevcssscvecctene The Onondaga 
| seating that will not only enable RNs oo cs dick sénsuavseckuedeaen The Seneca 
; you to serve more customers with 8 Ore eer ero nee a The Niagara 
| greater speed, but also add pega LOOT ETOP LE OP Pe Pe yn 
y ‘ aie ain seen soSeaksr ore deters e 
greatly to the decorative effect. “LS a eae The Durant 
; MRP IN IIE Coo vee cccccvsccoccsecte The President 
WM NE ors oo vast cvcniecens’ses El Conquistador 
One of our MAMMRAMCIOOOE GAR... 5s scnecsnsice ces The St. Francis 






Send for free newest models 









SHREVEPORT,LA........... ... The Washington-Youree 

Booklet,””New —Settee 9513 NEW ORISANE, UB i 5.......6scivecsveseee The Roosevelt 
Stacia Shee - +» distinctly DOW ORERANB EB Aicinc so... cescvciisseccerkts The Bienville 
‘2 smart — eco- ETAT nas osc bees ecccsccesé The King Edward 

Seating nomical, com- NIAGARA FALLS, ONT. .......00sccccceccccees The Clifton 
fortable WANDOGN, COUNT, 6230s occ vn ccceceaviens The Prince Edward 

KINGSTON, JAMAICA, B.W.I.-..e0e00 The Constant Spring 





American Seating 
Company 


Makers of Fine Seating for Schools, 
Churches and Public Auditoriums 
i _General Offices: 
Grand Rapids, Mich. 


BRANCHES IN ALL PRINCIPAL CITIES 









——— a 
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about the shape that 
a pretzel is in? 


Nothing, of course. It’s not important. A 
pretzel is here today, and gone tomorrow. 


But shoes last for several months... even 
years ... and they must be kept in shape. 
They look better . . . they feel better... 
they wear better when Miller Trees are 
used. 


Tell that to the... no, not the Marines... 
the customers. They may not know about 
Miller Trees. 


O. A. MILLER TREEING MACHINE CO. 
BROCKTON 
MASS. 


be nO 
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BUY in tHe ANEVW 
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Sis a 
At the recent Boston Show, buyers, manufactur- 5 AKS PRESENTS RAJ AH 
t ers and tanners, recognizing 
i WAY SHOE CO LIZARDS IN SPECTATOR 
I NU- , OXFORDS AND PUMPS 
/ as the KING OF STYLISH STOUTS, awarded IN STOCK—AA to C 
them F irst Prize for excellence in quality, work- ie EEE SNS AF are 
it manship, style and price. Genuine Rajah Lizard Blucher 
s 5 a Oxford, Black kid trim, 16/8 
It will pay you to wait and see our complete line. Cuban covered heel, medium toe 
Salesmen are now on the road. Sin, 0000-—tc 008 Me. Z 
Over 1000 Styles to Select From ig hde-teene "Behe sg 
Brown kid trim, 16/8 Cuban 
- covered heel. $3.75 
No. 3011—Black and White Rajah as No. 3010. $3.75 
Also Black and Brown Marcelle Cloth Oxfords and Pumps, trimmed 
with Patent Leather to match, AA to C. $3.25 
§{ 142 DUANE ST. NEW YORK CITY 
le rae es a'as sas ee i a 
gE ei we a 
ee ee Church’s Imported Linen 
IN STOCK—AT ONCE DELIVERY e . k 
S P ATS Carried in Stoc 
> 4511—Regent 21-8 spike 
4512—Regent 15-8 spike Shades: white, biscuit, 
High heels: AA, 414-8; | grey, tan. 
A, 48; B, 4448; C, 214-8. Also SAILCLOTH 
Baby Heels: A, 4-8; B, SPATS in _ natural 
314-8; C, 3-8. color. 
$2.75 4 Samples submitted upon request 
] 
LYONS & COMPANY 
| CRESCENT SHOE COMPANY 122 Duane St., New York, N. Y. 
/ 131-133-135 DUANE STREET, NEW YORK CITY SPECIALIZING IN SHOE STORE NOVELTIES 
i 
if & ef ps, Rae alm . 7 oe al 
) & aja a 
> 
| SELLING $7.10 Soe 
IN STOCK—$2.15 { ° White Cab Seamless 
Brown Suede Calf Seamless 
Stock No. 3219—Black suede White Oyster Cloth Regent 
Oxford trimmed with black baby (Suitable for Dyeing) 
alligator. High heel. Black Oyster Cloth Regent 
Stock No. 3220—Same in baby Blue Kid Regent 
spanish heel. Brown Kid Regent 
Stock No. 3221—Dark brown White Kid Regent 
, kid trimmed with brown rajah. Black Suede Calf Regent 
High heel. > White Satin Regent 7 
Stock No. 3222—As above in (Suitable for Dyeing) 
, baby spanish heel. s 
el eS ey eile Carried on 20/8 Spike and 15/8 Junior Louis Heels; Silk French Cord; White 
rajah. High heel. Sheep quarter lining; Onco Inner; Feather Edge; 8% inch vamp. Sizes 4% to 
—. No. 3218—As above in 8-A wide; 2% to 8-C wide. IN STOCK AT ALL TIMES. 
: B and © widthe—Bises 8 to 8. FRIEDMAN SHOE co In 
B. -» Inc. 
Bleecker Shoe Co., Inc. 138-140 Duane Street ESTABLISHED 1880 e 4 
Bost 216 Essex St. Philadelphia: 17 No. 4th St. 
si ve Pittabarnth Headquarters: Hotel Henry 109 READE STREET NEW YORK CITY a 
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IN STOCK 


SUVA CLOTH SANDALS 


PER PAIR 


For Beach 
or ri 
Street Wear BR 


Gaban Heel—Crepe Sole—All White and Natural with Brown Binding 
Sizes 3 to 7 


BLOG SHOE CO., INC., 147 Duane St. 
a 


mn 


FOR BABY’S 
FIRST STEP 


Dr. Posner’s First Step Moccasin is the 
super-value in a shoe for tots . . . Good- 
year welt, flexible as a kid glove, on a 
last especially adapted for the very young 
foot. Start them with Dr. Posner’s First 
Step Moccasin—and you've started a 
lifelong customer for yourself. 


In Stock 2410—White Elk; 2610— 
Smoked Elk; 2710—Tan Elk. Price 
$1.60. Sizes 2-5, O, D, E widths. 


DR. A. POSNER SHOES, INC. 
140 West Broadway New York City 


Great New York Factory Warehouse 


-—_ « —. ~~ =" im 


2aIinnr 


| 


al 





ve —_ 


We Challenge Comparison with Any 
Other Shoes in the Country at 
These Prices 


BLACK SUEDE CALF $1.50 fn 
EXCEPTIONAL VALUES rer rar, 


No. 5-700—Black Suede, ring- Net 
tail lizard tip and quarters, 
high heel, 20/8. 
wn _e Baby heel, 
at 7 5-900—Same, Cuban heel, 
No. 2-700—Gunmetal, ringtail 
lizard tip and quarters, high 
heel, 20/8. 
ie * tpcdiineen Baby heel, 
No. 2-900—Same, Cuban heel, &% 


18 Pair Lots—Sizes 3-8 
LEVEY BROTHERS SHOE COMPANY 
145 Duane St. New York City 


4 





For Information regarding 


where to buy Products 
in the New York Market 


Write to 


BOOT AND SHOE RECORDER 
239 West 39th Street, New York 


~~ tt. —_ 











The “Buy in New York | 
Market” Pages 


are groupings of the best offerings of the 
New York Market houses, leaders in style, 
quality and progress. These pages appear 
every other week. It will pay you to look 


for them. 





SUN RAY SANDALS 


Due to better buying on materials 
from our sources of supply we are 
able to offer you Sun Ray Beach 
Sandals formerly wholesaling at 
$1.75 per pair for— 


$1.25 per pair 





These shoes are built with i 


leath s, steel shanks, box 
toes. Size 2% to 8. Non-shrink Linen. Coindots come in blue, 
orange, yellow, green, and brown with white coindots. White, sun- 
tan, and green with striped saddles, and also all white. 


A trial dozen “size-up” will convince you! 


Gold Seal Shoe, 722 Broadway, New York City 
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Because of the VICTORIAN INFLUENCE 


EYMOUR TROY 


chooses “MARCELLE” for his beautiful Fall creations 





“MARCELLE,” the 
champion of shoe ma- 
terials enhances this 
Seymour Troy pat- 
tern which reflects 
the Victorian mode. 








SEYMOUR TROY... a name synonymous to every rigid and exacting test .. . and knows 
with the utmost in shoe artisanship, and long if it to be as dependable as it is beautiful. 
acknowledged as being on the very top rung W ATERPROOFED “MARCELLE” in all the 
of extraordinary shoe designers . . . chooses newest shades is the logical shoe material for 
“MARCELLE” for his Fall offerings, enhanc- Fall. Its great beauty and strength plus the 
ing his interpretation of the Victorian Period. added protection of WATERPROOFING 
SEYMOUR TROY has used “MARCELLE” makes it the outstanding fabric of the in- 
for more than seven months... has put it @ dustry. 


renuine 


«off FL 


(REGIS TERED) 


A Product of 
DEAUVILLE IMPORT CORP. 
38 West 32nd Street New York City 
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NATIONAL NEWS 


>» HOW’S BUSINESS? ¢ 


Upturn in Chicago 


CHICAGO—Semi-annual sales account- 
ed for the large bulk of the business in 
the Chicago retail shoe merchandising 
field during the past week, although 
regular retail purchasing exhibited a 
slightly upward trend. 

One of the most hopeful signs in 
months was the renewed interest taken 
by the public in higher priced shoes. 

“T have noted quite a relaxation 
during the past few weeks in the num- 
ber of customers asking the price of 
shoes,” says George Lyden, manager of 
the Peacock Shop on Chicago’s Gold 
Coast. “Heretofore,” he went on, “cus- 
tomers were inclined to price first and 
try afterward. Now, if a shoe fits and 
is comfortable, they tell us to wrap 
them up, without a word about the 
price. That, in my estimation, is a 
marked improvement in general con- 
ditions.” 

According to Mr. Lyden, there is a 
distinct shortage of white shoes at the 
present time. There is a great demand 
and on one recent lot that he got in 
he sold the shoes over the telephone 
before the day was out. 

He also notes that customers are 
already asking about the new fall col- 
ors and making inquiry as to whether 
any models have arrived as yet. All 
of which shows a general stimulus in 
retail buying in this area. 

A. Kornhauser, manager of the 
O’Connor & Goldberg Sheridan Road 
store, says that there has been a notice- 
able increase in buying of late. O-G 
are in the midst of their semi-annual 
sale at present, offering some very good 
values to the public as an incentive 
toward increased purchasing. 

“It is a sandal year,” says Mr. Korn- 
hauser. “Sandals for every sort of an 
occasion, and the women have been 
quick to respond to our featured types 
as soon as they have learned the com- 
fort derived from this sort of foot- 
wear.” 
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Suva cloth shoes and bags of suva 
cloth to match are accounting for a 
goodly share of the O-G shoe business 
at present. 


Milwaukee Output Up 


MILWAUKEE. — Production of shoe 
manufacturing in the Milwaukee dis- 
trict is showing substantial gains as 
disclosed by a survey made during the 
third week in July. 

At the Simplex Shoe Manufacturing 
Company, 4,800 pairs are now being 
turned out daily, while definite plans 
are under way to increase this amount 
to 5,600. 

“Orders from retailers throughout 
the country are being received in good 
volume, with the entire industry as- 
suming a firmer tone,” S. A. Weyen- 
berg, vice-president of the firm, said. 
During the first six months of this year 
the sales of the Simplex Company ran 
somewhat ahead of 1930. 

E. C. Huth, vice-president of the 
Huth & James Shoe Manufacturing 
Company, stated that “there has been 
a brisk demand for shoes in the last 
few days and we are increasing our 
production accordingly. Before long 
we expect to be producing 3,000 pairs 
daily. Since Jan. 1, sales are running 
more than 10 per cent above the same 
months last year. 

A. W. Bush, vice-president of the 
Nunn, Bush and Weldon Shoe Com- 
pany, announced that “although it is 
a little early for our fall orders to be 
received in volume, the indication i 
that a good season will be experienced. 
We are finishing up one of our most 
successful years for the sport shoe 
business, and are already turning out 
samples for our 1932 line, which is con- 
siderably more complete.” 

“Currently running ahead of last 
year, production at our plant is now 
about 6000 pairs daily,” C. D. Ort- 
geisen, president of the Ideal Shoe 
Manufacturing Company, stated. “The 
fall outlook is good and the activity 
at present no doubt will be sustained.” 
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EVERY WEEK 


Production Expansion 


NEw YoORK—Expansion in shoe pro- 
duction continued during the month of 
June according to a preliminary esti- 
mate appearing in a New York Hide 
Exchange bulletin, which placed last 
month’s production at 27,000,000 pairs 
as compared with 23,900,000 pairs in 
June, 1930, an increase of approxi- 
mately 13 per cent. 

Production of shoes for the first six 
months of 1931 totalled 158,759,000 
pairs against 158,475,000 pairs during 
the corresponding period last year, 
showing an increase of 1.2 per cent. 


Record Cut by Selby 


PORTSMOUTH, OHIO— According to 
M. L. Doty, salesmanager of the Selby 
Shoe Co., a total of 9975 pairs of shoes 
were cut during one day recently which 
is ‘the largest in the history of the 
company. 

Roger A. Selby, president of the com- 
pany, has returned from a short vaca- 
tion trip spent in his summer cottage 
in Michigan. 


Enlarge Offices 


AUBURN, ME.—In the few months of 
its existence, the firm of Dyer & Hall, 
makers of women’s in-stock, style shoes, 
has increased its production to full 
capacity of the factory and has just 
been forced to make enlargements to 
the office, located on the ground floor of 
the factory. 

Included in the new private offices 
for executives of the concern is one for 
Frank Cahill, sales manager, who face- 
tiously asserted that while he appre- 
ciated the new quarters, his idea of 
sales managing is “to manage to get 
away from the desk and do some sell- 


. ” 
. 


ing. 
New Shoe Store 

LENOIR, N. C.—A new shoe store is 
being opened here under the name of 
the Family Shoe Store with E. A. 
Sherrill as manager. 
























If your pattern maker cannot 
supply you with Coordinated 
Patterns, send your 4-B 
models to us and we will have 
them made for you. 








This shoe is 
: true to the LAST 







S a 
a 
il 


Is the last 
true to the FOOT? 


: y ; F THE shoe doesn't fit-what good is the style and 


workmanship. Perfect last reproduction distin- 
guishes the well made shoe. The last, however, must 
be RIGHT to start with, in order to obtain a well 
fitting shoe that offers a greater degree of com- 
fort and pleasure to the wearer. The proportions 
that are perfect in the ordinary 4-B last become 
distorted in the larger and smaller sizes. “Hand 
Breaking” has failed to overcome this distortion. 
When you use Coordinated Lasts and Patterns 
every last and every pattern is a perfect model 
regardless of the size up or down from the 4-B 
model. There is a perfect grade between every 
size and width, with the same heel tread and the 
same toe spring in all sizes and widths, through 
the whole size scale. 


COORDINATED LASTS and PATTERNS 





















UNITED LAST 





COMPANY + BOSTON « MASS. 
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IN BETTER SHOES IT'S KEPNER 


RIGHT FROM 
THE START 


Even before he toddles about, 
unaided, the soft pliability of 
KEPNER ELK gives comforting 
protection to his tiny feet. 
Subject this leather to contin- 
ual dampness, and still it dries, 
soft and yielding. 


; Those two KEPNER ELK 
leathers, Light Smoke and Camel Smoke, are 
genuine smoked and withstand all kinds of 
harsh treatment. Specify them in your lines of 
children’s shoes. 


There’s many a good line built on KEPNER 
ELK. 


C. D. Kepner Leather Company 


137-139 South Street, Boston 
MILWAUKEE ST. LOUIS 
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WHERE TO BUY 
Men’s Shoes 
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Richerds & Brennan Co. Randolph, Mass. 
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EAST WEYMOUTH,MASS. U.S.A. 








tn Stockh Service BE 
- F. M. HOYT SHOE CORP. 
comes +6, Manchester, N.H. Ze 











“A MAN’S DECISION” 


THE Wi 
ae 


Old 
Colony 


Boston—183 Essex Street Shoe Co. 
N. Y.—915-917 Marbridge Bldg. eo 
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SHOE 


0 Bien (P) 
———————= BROCKTON 








NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 




















» TRADE DOINGS ¢ 





Plans for November Show 


Roger A. Selby, of the Selby Shoe 
Company, Portsmouth, Ohio, president 
of the National Boot and Shoe Manu- 
facturers Association, has announced 
further plans for the November Sea- 
sonal Opening and Shoe Display Week, 
at the Hotel Commodore, New York, 
November 16-22. 

“Buyers may view the lines of all 
exhibiting manufacturers at one time 
and determine upon style trends earlier 
in the season than heretofore,” says 
Mr. Selby. 

“It is believed that by having the 
opening in November the economies ef- 
fected and the increased impetus given 
to business by establishing style trends 
earlier in the season will more than 
justify the undertaking. I am confi- 
dent that shoe manufacturers will real- 
ize the desirability of the arrange- 
ments that have been made, and that 
manufacturers and retailers alike will 
support the undertaking wholeheart- 
edly.” 

In order that the entire exhibition 
may be held in one hotel, it has been 
agreed to limit the number of rooms to 
be given to any one manufacturer to 
not more than three rooms. In this 
way, it will be possible to have all the 
display rooms in one hotel, and sleeping 
rooms will be reserved in other hotels 
in the neighborhood. 

Satisfaction has also been expressed, 
since by limiting the manufacturers to 
not more than three rooms, there can 
be no just criticism that any manufac- 
turers are dominating the entire ex- 
hibit, or that the association is seeking 
to profit by permitting the larger man- 
ufacturers to take many rooms, and in 
this way securing increased registra- 
tion fees. 

Trunk line and passenger associa- 
tions granting reduced railroad fares 
in the United States and Canada will 
validate certificates entitling those who 
attend to one-half fare returning, if 
“Convention Certificate,” properly en- 
dorsed by local ticket agent, is secured 
at time of purchasing ticket to New 
York. Trunk line representatives in- 
form us these certificates are not kept 
at all stations and that it is advisable 
to make arrangements for transporta- 
tion a day or two in advance. 





New Concern in Brockton 


BrockToN—As an indication of the 
increasing optimism in the shoe busi- 
ness a new company has been formed 
by Mr. Arthur G. Quimby, for many 
years identified with the Thomas G. 
Plant Company, well known manufac- 
turer of women’s shoes. The company 
is operated under the name of the 
Arthur G. Quimby Company, manufac- 
turing a complete line of women’s foot- 
wear, both flexible soles (cement) and 
welt shoes. 

After a careful survey Mr. Quimby 
decided to locate in Brockton because 


62 





he felt that here he would get the 
type of shoemaking demanded by his 
trade. With a complete organization 
of both manufacturing and sales, a 
most aggressive policy has been adopt- 
ed to create a consumer recognition for 
the new trademark name “Gloria Gay.” 

Mr. Quimby was fortunate in secur- 
ing salesmen who were associated with 
him for many years who are now on 
the road calling on the trade with the 
“Gloria Gay” line. The new “Gloria 
Gay” samples were displayed at the 
Boston Style Show and met with a 
ready reception and sale. 





Sanford, Sbicca, Partners 


H. B. Sanford’s many friends in the 
shoe business will be interested to 
learn of his having formed a part- 
nership with Frank Sbicca of Phila- 
delphia, under the style of Shbicca- 
Sanford, Inc., 2408 Manton Street, 
Philadelphia, for the manufacture of 
a high grade line of women’s shoes, 
featuring style and quality. Harry 
Sanford was formerly of Julian & 
Kokenge Co. in Cincinnati and is favor- 
ably known to members of the shoe 
fraternity from coast to coast. Mr. 
Sbicca has been associated in Philadel- 
phia in the manufacture of fine foot- 
wear for many years. 





Stern-Auer Expanding 


CHILLICOTHE, OHIO—The Stern-Auer 
manufacturing plant here is running 
to capacity and it is rumored that the 
Cincinnati plant will be moved to Chil- 
licothe also. The company is about to 
construct another new building here, 
having outgrown the present plan. 





OBITUARY 


Charles C. Scruggs 


SPARTANBURG, S. C.—Charles Councel 
Scruggs, 58, of the Wright-Scruggs 
Shoe Company, one of the pioneer shoe 
merchants of the state, and in business 
in Spartanburg for the past 40 years, 
died suddenly at his home here on July 
15, while seated on the front porch of 
his home conversing with Mrs. Scruggs. 
A heart attack is believed to have been 
the immediate cause of his death. 

He had not been active in business 
for the past year. 

His first employment was with the 
firm of Cannon and Long, where he 
was cash boy at a salary of $5 weekly. 
Later he and Mr. Long opened the first 
exclusive shoe store in Spartanburg. 

Later Mr. Scruggs went into busi- 
ness with John A. Walker, proprietor 
of Walker’s Shoe Store, and it was in 
1904 that he and Mr. Wright formed 
the present firm, which has occupied 
the same location on Morgan Square 
for the last quarter of a century, and 
which firm enjoys the reputation of 
being the second oldest shoe store in 
the state. 
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WALK ON AIR!— 


that’s the way it actually feels. 
How delightful! 
How refreshing! 
Here’s how it works: 


The NU-MATIC Shoe relieves your 
feet of the duties of a pile driver. It 
saves the jars and jolts and shocks of 
eternal STANDING—WALKING— 
POUNDING — HAMMERING — 
BATTERING—all day long—on hard 
floors and unyielding pavements. 


Instead you walk on a SOFT, 
YIELDING, RESILIENT cushion. 


THE MEN’S BUSINESS 


IS NOW EASY TO CET 
—EASY TO HOLD 


FEEL 
the response 
under the 
Foot 


in the pure sponge rubber to draw or 
heat the foot. 

IMMEDIATELY — upon putting 
on NU-MATICS—you are relieved of 
hot feet; tired, aching feet; calloused 
feet; of limping and wincing. 

You walk with new zest, new pep, 
new energy. 

For the NU-MATIC Shoe BUOYS 
YOU UP! 

You are conscious of this AT 
ONCE. 


is rarely change from NU-MAT- 


Once worn, it is difficult to find 
supreme foot comfort in any other 


A cushion made of pure sponge rub- type of footwear. 


ber that retains its FULL SPRING- 
INESS throughout the life of the shoe. 
‘(The live rubber never packs or 
bunches up.) 


A cushion that is ALWAYS COOL, 
because no compounds are contained 


NU-MATIC SHOE CO. 


Manufacturers of the NU-MATIC Shoe for Men 


512 W. Florida St. MILWAUKEE, WIS. 





PEP UP YOUR MEN’S SALES WITH 
NU-MATICS! 
A most unusual selling proposition and 
plan for good-rated merchants. SEND FOR 
CATALOG. 











NU-MATIC 
FEATURES: 


Nail-less heel seats. é 
Spring steel arches. Patented in the 
Smooth insole. United States, 
Extreme _pliability. Canada, | 
High grade shoemak- Great —" 


ing. 

Left and right oxford Czecho- 
quarter patterns. Slovakia. 

15 numbers in stock. ™ 

First quality Calf, Kid CONSTRUCTION PATENTED -PAT.NO. 1807401 


se WALK ON AIR | 
Advertising helps and - 


merchandising co- Good territories open for salesmen who know men’s trade. 15 p e case. C i 
operation. weekly, Easy selling men’s specialty line. Real selling cooperation. Write us fully. 


U. S. Pat. 
No. 1807401 





paid 
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Women’s Shoes 


WHERE TO BUY 





Ultra Smart Sandals 









Quality 
Beet Coier Prodeminates 
Combinations. 
Unusual Write 
Profits. Direet. 
BIARRITZ SANDALS, INC. 


120 West 80th St., New York City 








HAND TURN PUMPS 
PATENT OR CALF 
19/8 HEEL 
AA TO C, 2% TO 8, $4.25 

In Stock 






Manufacturers 
52 N. Fourth St. 
Philadelphia 


ROTH SHOE CO. 








ALL WHITE SANDALS 





IN STOCK 


Unusual Values for Popular Priced Retailers 


Chekko Braided Sandal Corp. 


303 4th Ave. New York City 








FOR WOMEN 
THE JOHN EBBERTS SHOE CO., INC. 
IN Buffalo, N. Y. STOCK 














Bhoe Accessories 





hl lel 


WHERE TO BUY 





VAMP-EEZ 
PATENT PENDING 
Instep Protector 


A new invention 
that gives instant 
relief to the woman 
that wears Opera 


oe “47 


This device provides a smooth surface 
that protects the instep from the file 
like edge of the vamp which so often 
causes discomfort complaints and returns. 
In colors to match shoes. If your Jobber 
cannot supply you write 

Retail 25c. Pair 


VAMP-EEZ COMPANY 
1141 Broadway, New York City 








WILL CONTESTS NEVER CEASE? 








daily newspaper staged a contest in which shoes were used. 

photos of nine different shoes and the readers were asked to pick out the six 

which would be selected by a fashion board as the best of the lot. The shoes were 

furnished by Selfridge & Company, the American owned London department store. 

The first prize was $10,000 of which $8,750 was in cash and the remainder in the 
form of an order for merchandise on Selfridge & Company. 





The whole world, apparently, has gone contest mad! Here’s how London, England, 


The paper printed 











Lure for Youngsters 
[CONTINUED FROM PAGE 50] 


boys are those mentioned in the head- 
ing. If you could give the boys, say, 
illustrated books on these subjects you 
would give them something that they 
would treasure and talk about at the 
time and carry in their memory for 
years to come. 

To clinch an immediate sale of shoes 
and to have a boy speaking of you en- 
thusiastically to his friends, seven cents 
should be well spent. Such books can 
be obtained direct from publishers at 
about that price, in small quantities 
that would permit of trying out the 
plan. 

For girls you can offer similar books 
on subjects that are equally engrossing 
to them, at the same cost. 





John M. Miller 


CHARLESTON, W. VA.—John M. Mil- 
ler, aged 62 years, secretary of the 
O. J. Morrison Company, operators of 
a chain of department stores in West 
Virginia and Ohio, died after an illness 
of six weeks. He was president of the 
W. L. Smith Company and was a di- 
rector of the Huntington Banking and 
Trust Company and the Jackson Build- 
ing and Loan Company, both of Hunt- 
ington. 


F. F. Klein 


READING, Pa.—Franklin F. Klein, 
aged 73 years, for nearly 20 years 
associated with the Albright Shoe Store 
as a salesman, died on July 7. His 
widow, two daughters and a son sur- 
vive. Interment took place at Bern- 











ville, Pa. In early life he was a school 
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teacher. He was a graduate of Juniata 


College. 





Lewis T. Lamberton 


FRANKLIN, Pa.—Lewis T. Lamber- 
ton, aged 90 years, who for more than 
20 years was engaged in the retail shoe 
trade here, died on July 15 after an 
illness of several months. A son and 
daughter survive. He also served a 
term as sheriff of Venango County. He 
was a director of the Lamberton Na- 
tional Bank since its organization. 





Vincent Crabtree 


TIFFIN, OHIO — Vincent Crabtree, 
aged 65 years, a retired shoe merchant, 
died at his home here on July 13 of 
heart disease. He was a native of 
England. Since his retirement from the 
shoe business he won wide recognition 
as a breeder of fancy poultry. 





Mrs. Birdella Miller 


Kansas City, Mo.—Mrs. Birdella 
Miller, wife of James O. Miller, asso- 
ciated in the Miller Shoe Company, 
1112 Grand Avenue, died July 11 at 
her home, 1000 West Seventy-first 
Street terrace. She had been in ill 
health several months. 

She leaves, besides her husband, a 
daughter, Mrs. Doris Overmeyer, Jr., 
5107 Wyandotte Street, two brothers 
and three sisters. 


John H. Gregg 


CINCINNATI—John H. Gregg, junior 
partner in the Feder-Gregg Shoe Com- 
pany, manufacturers of this city, died 
last week, at his home in Fort Thomas, 
Ky., at the age of 50, following a brief 
illness. Surviving, is his widow. 








Boot AND SHOE RECORDER 
combining THE SHokr RETAILER, July 25, 1931 






























A Chesiiabal (Dabs 


It began by being exclusive, but 
it’s rapidly becoming popular 


C325 o. 1 


KOs, 
The Vow Crstle ey lilies ©,, Lh 


. ’ 
wan * 


champles by request to | 1702 - 100 Gold Sreet, New York 
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© L. B. EVANS SON CO., Wakefield, Mass. ew 










WHERE TO BUY 


Men’s G@ Women’s 
Slippers 








In Stock 
NUSUAL VALUES 


Sizes 3 to 8 
Style 814—Wos. Blk. 


Boudoir Slip 







“Every Pair 

uaranteed” 

pg 
a 

241 No. 11th St., Philadelphia, Pa. 


IN STOCK 


FOR IMMEDIATE DELIVERY 
















Write for 
sample pairs 


The Norridgewock Shoe Co., Inc. 
Qe NORRIDGEWOCK, MAIN E cemee 

















W. S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 
MEN and BOYS 


HANDTURNED 
$2.00 to $2.85 
Boston Office: 501 Statler Bldg. 
semreob otra crn eee 


Turns only — 
Priced, $2.10 to 
$3.25. 


IN STOCK 
No. 1434—Tan ZA 
Kid Everett " 





! 
C-D-E, $2.60 











Kid Opera 
C-D-E, $2.60 





PoPruLar 
RICES 


HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 
elass. Samples on Request. 


VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. N 


AN OLD-TIMER 





Old timers among the traveling sales- 
men will recognize the picture above 
as that of A. W. Gage, himself an old- 
timer. “Gagy” sent the picture, to- 
gether with the following letter to 
Arthur D. Anderson, editor of the Boor 
AND SHOE RECORDER, who thought both 
the picture and letter worthy of re- 
production: 


Montclair, N. J., July 15, 1981. 


Arthur D. Anderson 
Friend Andy: 

I am enclosing a new picture for 
your morgue. You need not take 
it out of the dust for some time as 
this shows that I am in pretty 
good condition even if I am get- 
ting old and my friends are pass- 
ing away fast. 

This was taken by one of our 
neighbors and shows me in my 
room with my indoor sports-radio 
and Saturday Evening Post; my 
smoking outfit is on the other side 
of the chair. They say that only 
15 per cent of original timbers 
remain in the reconditioned old 
ship Constitution. I guess that ap- 
plies to me. But I don’t have any 
aches and pains excepting a 
troublesome bunion that does not 
help me in walking. I could do bet- 
ter if I had a Bunyan’s Pilgrim’s 
Progress. My doctor discovered 
that I had a broken bone in my 
nose. I knew nothing about it, but 
perhaps I got it in my last bout 
with John L. Sullivan. This photo 
might be labeled “The last days of 
a happy contented old traveling 











jew York City 





man,” 





>» ON THE SELLING END « 


News of the Travelers and Sales Activities 
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Regards to all inquiring friends. 
Yours truly, 
A. W. Gage. 





Gives Up Chicago Territory 


Frank J. Flood, 
who __ represents 
Rice-O’Neill Shoe 
Co., St. Louis, 
since the organiza- 
tion of the com- 
pany back in- 1924, 
is doing a good 
job for them in 
Iowa, Illinois and 
Missouri. He re- 
cently gave up 
Chicago, and the 
boys around the 
big city are miss- 
ing him. To his 
cronies and friends he is known as 
“Big Irish.” 

Mr. Flood’s experience prior to go- 
ing with Rice-O’Neill was with the 
Central Shoe Co. and Wall, Streeter & 
Doyle for an _ eighteen-year period 
which was interrupted only by over- 
seas service. 





Frank J. Flood 





“Art” Martin with Brown 


“Art” Martin of Jackson, Mich., for 
many years connected with the F. M. 
Hoyt Company, has recently connected 
with the Brown Shoe Company, of St. 
Louis, as a specialty contact man for 
the Tread Straight Shoes for men and 
women. He will cover the entire 
country. 





Territory Extended 

PHILADELPHIA — 
Ralph W. Gibbon, 
who recently 
joined the Ntv- 
Matic Shoe Con- 
pany, Milwaukee, 
Wis., as represen- 
tative in New Jer- 
sey and Eastern 
Pennsylvania, has 
been so successful 
that he has been 
given additional 
territory, including 
New York City, all 
the New England 
States, Maryland, Delaware. 

Mr. Gibbon is a son of C. S. Gibbon, 
one of the pioneer shoe manufacturers 
of Philadelphia, and early in life en- 
tered his father’s factory and learned 
every branch of the business thor- 
oughly. Later, he embarked in the 
shoe manufacturing business for him- 
self, but about five years ago gave it 
up to become a sales representative. 





Ralph W. Gibbon 
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Where Convenience Counts - ~ = 


Boys’ shoes equipped with lacing hooks are 
much easier to lace and unlace . . . The child 
can be taught to care for his own shoes much 
younger, and parents will be glad to know of 
the advantages which lacing hooks give. Lacing 
hooks are comfortable, practical, and allow a 


snug ankle fit. 


TUBULAR RIVET & STUD COMPANY 


United Shoe Machinery Corporation, Selling Agents 
140 FEDERAL STREET -:- BOSTON, MASSACHUSETTS 


Lacinc HOoKs 
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WHERE TO BUY 


Bowling Shoes 


OO i i ch a a lel 






BOWLING SHOES 
No. C762—All sizes in stock 
for immediate a Boer. 
Write today for complete ca- 
talog of ATHCO Athletic 

Shoes. 

Athletic Shoe Co. 
914N. MarshfieldAv. 

Chicago, I. 





WHERE TO BUY 
Fine Sport Shoes 





SAN LINE SPORTIEST OF 
SPORT SHOES 


“A Mile Away You Know Them” a 


Sun Chasers 3 





SAN ALAI 


Natural linen and combination of grey, 

black and patent trim, gives a new 

theme to these sporty types. 
OATALOGUB ON REQUSST 








“SPORTSTER” 


Official Girl Scout Shoes 
204 Sizes and Widths In-Stock 
A. SANDLER 
154 Lincoln St. 

Boston, Mass. Est. 1889 








6 6 8 hh he 


WHERE TO BUY 


Riding Boots 


4 


RIDING BOOTS 
IN-STOCK 
For Men, Women and 
esas 
Daas. 
Write for catalog. 


inal 













CONN ‘a 
3. MSHOE cork 


2. 





How a Texas Store 


—_ 


[CONTINUED FROM PAGE 36] 


always looking for something different 
to write about,” Mr. Lazarus went on. 
“A recent remark, made to the editor 
of a society page, that styles in shoes 
this spring prove more than ever that 
women are demanding more sensible 
shoes resulted in an interview in which 
I was quoted at length on women’s 
shoes. This sort of thing can be done 
often from different viewpoints, and it 
will help to establish a shoe merchant 
as an authority in his line more than 
any amount of paid advertising.” 

Mr. Lazarus uses his window displays 
to tie up with local affairs as well as 
to exhibit new styles in shoes. 

“People, for ages past, have been in- 
terested in any kind of competitive 
sports,” he said. “Windows that feature 
a coming foot ball game, a golf tourna- 
ment, auto races, any kind of competi- 
tion, will make people stop to look at 
the window. The opening of a new 
building, especially in smaller towns, is 
of civic interest. A picture of the new 
building, carrying our congratulations 
to the builder, appeals to civic pride. 
Motion pictures probably offer the best 
opportunity to make window displays 
attract more attention than the usual 
windows that simply contain shoes and 
more shoes. Placards that announce 
a football game, a new building, or a 
coming picture show are not enough. 
The whole window must be dressed for 
the occasion, as was done recently when 
a window full of toy balloon Zeppe- 
lins announced the coming of ‘Hell’s 
Angels’ to Pampa.” 

No block ads for newspaper publicity 
are used by this store. All of the copy 
is planned personally by Mr. and Mrs. 
Lazarus, usually a month in advance. 
Mrs. Lazarus, who handles all of the 
advertising for the hosiery department, 
writes her copy in conversational form, 
as one gossipy woman to another, using 
her individual style to link up the ads 
in columnist style so popular in the 
newspapers of today. These ads show 
a continuity of thought and dialect. 
They make easy reading, and yet they 
put over the idea of quality merchan- 
dise at reasonable prices. 

In the financial budget for his store 
Mr. Lazarus has allowed 3 per cent 
of the amount of sales for advertising, 
and he never allows the amount spent 
to fall below that. As business in- 
creases advertising is increased in pro- 
portion. 

“We believe in advertising,” he in- 
sisted. “But we realize that the store 
that doesn’t stand squarely behind what 
is advertised has wasted the money 
spent on publicity. Therefore we offer 
unconditional guarantee to our cus- 
tomers. We make it generally known 
that ‘We show shoes; they sell them- 
selves.’ This slogan is urgently im- 
pressed upon our employees and is 
stressed with our customers. It works 
two ways. First, it encourages people 









to come and look at our stck, and sec- 
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ond, it cuts down the number of com- 
plaints. 

“People, more especially women, Jike 
to try on and consider a number of 
shoes before they buy. If they think 
that the salesman is going to insist on 
their buying the first or second pair of 
shoes they put on they will hesitate to 
come into the store. Our salesmen are 
instructed to show shoes, many of 
them, and then if the customer doesn’t 
buy invite him back with the same 
smile with which he was greeted. He 
will be a friend. The next time he 
will probably buy. 

“In a store where the customer buys 
of his own free will, instead of being 
sold, later complaints are practically 
eliminated. When a customer makes a 
purchase in our store it is his own 
choice and has not been forced on him 
by high-powered salesmanship. If he 
makes a mistake he will almost always 
come back and say, ‘Mr. Lazarus, I 
bought the wrong shoes,’ and rarely 
ever do we hear, ‘Mr. Lazarus, you 
SOLD me the wrong shoes.’ But when- 
ever a complaint does come to us the 
customer is right and there are no 
questions asked. 

“It has been a long time since a man 
could open up a store and then sit down 
to wait for trade,” Mr. Lazarus con- 
cluded. “Advertising, planned to in- 
trigue customers into the store, is an 
old game now. But recently, when 
every merchant is turning every trick 
he can conceive of to keep things 
going, advertising must do double duty. 
It is not enough to get people to read 
your ads now. You have to make them 
talk about your business, and keep 
talking. And it is the element of 
human interest in advertising copy that 
seems to turn the trick.” 


Do Stock Shoes 
[CONTINUED FROM PAGE 28] 


To which the make-to-order salesman 
might reply: “All very true, except it 
doesn’t work out that way. To start 
with, you cannot cover sizes in 25 pairs 
even with only one pair of a size. Con- 
sequently, when the order is finished 
it will probably amount to 350 pairs 
instead of 300. 

“Sizing up every week is fine. But 
mark my word, not one retailer in a 
hundred—and I mean that—has the 
diligence and perseverance to stick to 
that program. 

“The temptation is to neglect it till 
the lines are pretty well broken, then 
to reorder not only the good lines, but 
the slower ones also. 

“If you buy twelve styles instead of 
eight, the last four numbers you select 
will naturally be the poorer styles. It 
is on them you are most likely to lose 
money. Furthermore, when your orig- 
inal order is shipped those poorer num- 
bers will quite likely be shipped com- 
plete. 

“But the best numbers will be shipped 

[CONTINUED ON PAGE 70] 
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Now— 
Complete Distribution 


Bt 


— 
In every shoe manufacturing center yan 
we are equipped to handle with de- 
spatch regular, or emergency, needs of 
the shoe manufacturer. With a manu- 
facturing background of nearly one 
hundred years assured and guaranteed pan 
quality have been made possible; now — 
with the United Shoe Machinery Cor- 
poration as selling agent immediate 
contacts can be made rounding out 
more fully our large organization. 











()—-s7m< 


We maintain our high quality standard 
and uniformity due in a great measure 
to control of all details from the raw 
to finished product. For every grade— 
for every type—of shoe we supply you 
the lace. 











SHE JOSCO FABRIC TIP 
=e small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 
it the proper rigidity and en- 


SPINNING ROOM 


A 
L 
P 
x 
O 
D 
U 
C 
I 
OC 
» 


Tips may be either fabric, met- 
al or celluloid. We recom. 
mend the recently perfected 
JOSCO FABRIC TIP. 


durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use. 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 
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UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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WHERE TO BUY 


Children’s Footwear 








CHILD 
LIF 


High Grade Goodyear 
Welt Shoes in Stock. 
Wiswell-Everston Shoe Mfg. Co. 

Cedar Grove, Wis. ; 











Children’s Fine Goodyear Welt Shoes 


THE GILBERT " SHOE co. 
THIENSVILLE, 








MRS. ——- IDEAL BABY 


SHOE CO. 
Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 








PATENTED 


ROBA> 
*SHOES 


Finest Quality Children’s Shoes 
Manufactured continuously since 1892 
by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 














WHERE TO BUY 
W ork Shoes 





iG HE ASS & CO. ma tos WILTON MAING 





incomplete, since everyone else wants 
them at the same time. Nor can you 
depend on prompt shipments of your 
reorders on the good styles. They ar- 
rive broken; they stay broken. 

“Then consider the end-season short 
lines. Simple arithmetic makes it plain 
that if you buy eight styles you have 
eight short lines to close out some time 
or other. If you buy twelve styles, you 
eventually have twelve short lines to 
feed the odds and ends section. Those 
figures cannot be denied. 

“And sizes! When you order a make- 
up shoe, you buy sizes proportioned 
about the way they will sell, heavy in 
the middle. Bought that way, the last 
few pairs are just as likely to be mid- 
dle sizes as end sizes. 

“With an in-stock shoe the tempta- 
tion is to buy only one pair of a size, 
then fill in as they sell out. The fac- 
tory even advises such a practice. That 
plan has its glaring faults during the 
selling season, but proves out entirely 
wrong at the season’s end. 

“Why? Of course you admit middle 
sizes sell faster than end sizes. All 
right. The minute you decide to stop 
reordering a style its middle sizes con- 
tinue to be the fastest sellers. Then, 
since you have no more than one pair 
of any one size, the last ten pairs or 
so are bound to be end sizes. 

“That is the reason the odds and 
ends of stock shoes are not in as salable 
sizes as are the leavings of make-up 
shoes. 

“And now about your investment. 
Stock shoes certainly allow you to open 
the season on a smaller outlay. But as 
the season advances you keep sending 
in reorders. Unless you are very care- 
ful your stock grows right when it 
should be shrinking. 

“With make-up shoes you start with 
a larger investment. But immediately 
your stock begins to go down because 
you have no access to a stock of floor 
goods. You reorder only the sure things, 
so you are bound to approach the close 
of the season with fewer shoes.” 

This imaginary argument sums up a 
number of the pro and con points 
picked up from many sources. Doubt- 
less some are overdrawn. But all set 
forth definite angles by which every 
retailer may check his own experiences. 

At least, they indicate that while in- 
stock shoes enable the dealer to carry 
more styles, there is still considerable 
dispute as to whether or not the ad- 
vantages of carrying more styles out- 
weigh the disadvantages. 

It seems certain that in-stock shoes 
do enable the merchant to turn his 
stock faster provided he does not carry 
more styles than he would on the make- 
up plan. 

Too many styles and too many sizes 
decrease turnover. It is equally true 
that too few styles and too few sizes 
decrease turnover. There is nothing 
more difficult in shoe merchandising 
than drawing the exact line between 
too many and too few. 
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to the customer if he purchases in mul- 
tiple units, but if this concession can- 
not be afforded, a stim of 25c. for every 
additional. pair sold to one customer is 
sufficient to hold the salesman’s interest 
in order to realize the potential sales 
possibilities. 

Discontinued lines, old stock, broken 
sizes constitute a serious problem for 
the shoe merchant because of the com- 
plex style and size range. Salespeople 
hesitate to try to sell old stock or 
broken lines either because of the sales 
resistance to the former or the discour- 
aging problem of not being able to ful- 
fill the customer’s requirements in the 
case of the latter. Unless, therefore, 
an assortment of this merchandise is 
piled on tables in an unsightly manner 
and marked down, it is necessary to 
provide some means of encouragement 
to the salesman. This usually takes 
the form of a P. M. of 10c. to 50c. per 
pair. As a matter of fact, an effective 
P. M. rather than a mark-down is much 
the cheaper means of moving undesir- 
able stock. 

Window display in most successful 
shoe businesses is the chief medium of 
sales promotion. Unfortunately, how- 
ever, department stores cannot use win- 
dows to greatest advantage because of 
the great variety of merchandise within 
the store that must be given preference 
most of the time. None can deny, how- 
ever, that attractive windows showing 
groups of shoes of one type or at one 
price do sell shoes. If the window is 
part of a store which is favored by 
being strategically located, it is bound 
to attract much attention and con- 
sciousness on the part of men who pass 
by. It is well in a window display to 
convey a means of identifying the par- 
ticular shoe that the customer may be 
interested in and to make the price 
clear in the window. Windows should 
be free of other merchandise if the 
principal objective is to sell shoes. Fur- 
thermore, the windows should be 
changed sufficiently often so that they 
do not become monotonous to the pub- 
lic. 

The subjects discussed up to this 
point do not call for the judicious ex- 
penditure of any considerable financial 
appropriation, but the matter of news- 
paper advertising which is employed in 
varying degrees by practically all retail 
dealers is a promotional medium which 
must be handled intelligently. Adver- 
tising, of course, is a subject which 
possesses such a broad scope that no 
technical treatment can be ably in- 
cluded herein. The obvious and com- 
mon sense approach to advertising 
men’s shoes is that the shoes themselves 
must be right, the prices must be right, 
the ad must be directed at a source 
which will prove responsive and the 
cost of the ad must be sufficiently low 
to make the return therefrom profit- 
able. If a dealer sells shoes at only 
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. Ursion - Gourage ~“Work 


These are the three essentials of all achievement: Vision and 
Courage and Work. Vision comes first. Every worth-while 
endeavor must have an objective. There is the far-off goal 
made nearer day by day, because it is the inspiration of all that 
we do. Then, courage. The cosmic stuff of which all truemen 
aremade. First, the objective, then the moral and mental fibre 
to win it. Afterward, comes work. Work with joy in it, by 
reason of the purpose which inspires it. Work tinctured with 
victory atevery step, because of courage, which is but another 
name for faith. There is not a great business in America, that 
cannot look back, at a stage in its history, to the vision and 
courage of some man or men, whose life-force upon that 
business was creative. They lifted that, which mightbe termed 
ordinary, or the commonplace, into larger and more diver- 
sified relationships with human life. We stand upon their 
shoulders and carry-on This involves the production 
of machines and their constant mechanical service, which 
make possible the on-going of a great Industry. To this end, 
there must be vision to anticipate every need, courage 
to supply it, and work, to make it of supreme use 
and profit to every customer we serve. 
United Shoe Machinery Corporation 
Boston, Massachusetts 
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WHERE TO BUY 
Shoe Forms 


TFatry SOrVINS 
for Shoes and Hosiery 


meade of white. 
transparent or colored 


FAIRYLITE 


Shoo Form Goe.. Inc.» Auburn, N. Y. 
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WHERE TO BUY 
Ballet Slippers &@ Sandals 
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In Stock Black Kid 
Ballet Right and Left 
Last 


Ladies’ $1.25 pair 
Misses’ 1.20 pair 
Child’s $1.15 pair 


BLOG SHOE CO., INC. 
147 Duane Street 
New York City 


) REPUTATION 


—that’s what counts in 
making profitable sales 
of theatrical footwear. 
We make a complete line 
of dancing shoes whose 
merit is known to dan- 











Write us! 


CHICAGO 


The nerrert THEATRICAL SHOE CO. 
edieneeed 209 S. State Street 
Chicago, Ii. | 
Coast Orders filled from: 
6716 Hollyweed Bivd., Hollyweed, Cal. 





DANCING FOOTWEAR 
That Brings 


All Year Round Sales 


If you have not “stocked” Capezio 
Dancing Footwear you are missing 
a dependable source of profits and 
prestige. 


Write for our exclusive Franchise 
that will make money for you. 


i Main Office & Factory 











one price, his problem is relatively sim- 
ple, but the more prices he has, the 
more complex the situation becomes. 
It is necessary first of all to determine 
what price is to be advertised, assum- 
ing of course that advertising is fully 
productive. If the sales at each price 
are just about the same in volume, with 
circumstances not favoring one price 
nor the other—it can be assumed that 





no one price is worth a feature ad. It 
is essential for this reason to select a 
key price line which will be low enough 
to attract great volume and still high 
enough to offer-a high standard of qual- 
ity. To feature one price line for mer- 
chandise of better value than either 
the next higher or lower price line and 
to establish a tangible margin or differ- 
ence in value is sound if not overdone. 
Caution must be exercised in this re- 
spect, however, or the proposed line to 
be advertised will destroy the potential 
volume of the other price lines simply 
by virtue of the fact that many cus- 
tomers would rather pay $7.00 for a 
shoe $4.00 better than a $5.00 shoe 
along side of it. Likewise they would 
rather pay $7.00 for a shoe worth 
$10.00 competitively than to pay $10.00 
for a shoe worth $11.00 competitively. 
Furthermore, if a dealer gives sensa- 
tional value at $7.00, his value at $5.00 
and $10.00 cannot be as outstanding 
comparatively. The tendency is for him 
to attract business to his competitors 
wherever their values at other prices 
are conspicuously good. In launching 
an advertising campaign in a metropol- 
itan community it is most economical 
to advertise when the resistance is 
least. For example, it is unproductive 
to advertise street shoes at regular 
prices in August as compared to adver- 
tising them in October, and it is unpro- 
ductive to advertise merchandise on 
Tuesday rather than on Saturday if 
the normal tendency is in favor of 
much greater volume on the latter day. 

The amount of space to be devoted 
to one advertisement depends in some 
measure upon the advertising of com- 
petitors. If it is a general practice to 
insert ads covering a half page, an ad 
of one-fourth that size would not com- 
mand much notice. Before determining 
a tentative appropriation, however, the 
buyer must estimate the expectancy in 
increased sales as a guide to his ulti- 
mate profits. The element of risk in 
predicting the return of an advertis- 
ing campaign is very great, and the 
only way in which undue loss can be 
averted is to revise one’s appropriation 
from time to time to correspond to the 
unexpected trend of sales. One of the 
chief aims of an advertising campaign 
is to make an impression on the minds 
of the public which will be more than 
temporary. For this reason, it is sound 
to concentrate either in one newspaper 
or any newspapers whose circulation is 
distributed among the same class of 
readers. Repetition in the physical lay- 
out of each ad and in the kind of sub- 
ject matter included in the copy is 
much more likely to create a lasting 
impression upon the minds of actual 
readers than a variation of size, layout, 
copy and price would do. Furthermore, 
one large ad is relatively cheaper than 
several small ones of the same aggre- 
gate cost for it often happens that the 
smaller ads are not of sufficient promi- 
nence to bring in customers and the 
financial outlay is dissipated. One 
large ad, however, is bound to attract 
favorable attention if it is properly 
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WHERE TO BUY 


Dancing Sandals 


ll le eee ° 


* KENDALL’S 


Style No. if Patent Lea. 
Women’s 2 to 8, B and C 


2. 
Misses’ {1 to 2, B and C 
$1.90 


PROFESSIONAL 
FLATS * 





le No. 12 

lack Kid 
Women’s 2 to 8, B and C 
Misses’ 11 to 2, B and C $1.65 


KENDALL SHOE COMPANY 
HAVERHILL, MASSACHUSETTS 
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WHERE TO BUY 


Shoe Accessories 


EASE CALLOUSES with 
IDEAL FELT 


Metatarsal Buttons 
Specifically shaped, 
tective. Three 

Ons pound papers of %”. %” and a 

Security Shoe Finding Mfg. Co. in. 

= 8 WELLS 8T. CHICAGO 





directed. While the result of any spe- 
cific advertisement can seldom be tan- 
gibly measured, it is necessary to deter- 
mine the best source of advertising by 
experimenting with the various papers, 
the rates of which differ greatly. A 
reasonably sound conclusion can be 
reached only by keeping a record of the 
sales attained on the day or two follow- 
ing the appearance of the ad. Making 
allowances then for whatever variables 
may have distorted the sales of that 
period compared to the year before, the 
productiveness of advertising over a pe- 
riod of weeks can be satisfactorily 
judged. The return in sales to per dol- 
lar spent in advertising is the index to 
the efficiency of the campaign. One 
further check upon the value of adver- 
tising can be made by compiling a rec- 
ord of the competitors’ shoes which are 
replaced by one’s own. It would be 
difficult to launch a campaign for the 
sale of men’s shoes at a price which did 
not conflict with competition. For this 
reason, the effectiveness of the cam- 
paign can be based to a definite degree 
upon the number of customers who are 
changing from their former source of 
supply. It is safe to conclude that if a 
definite percentage of one’s sales are 
gained by taking customers away from 
competitors in the same price field that 
the advertising is hitting the vital 
spot. 
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Travers Joins Ault-Shackford 


Jack Travers, for six years popular 
secretary-treasurer of the Associated 
Shoe Company of New England, has 
been appointed sales representative of 
the Ault-Shackford Shoe Company of 
Auburn, Me. Mr. Travers territory 
will be Massachusetts, Rhode Island 
and Connecticut. 

The shoe industry has given Jack 
Travers a wide and varied experience. 
His understanding of retail shoe prob- 
lems and buying methods led to his 
selection as secretary-treasurer of the 
Associated Shoe Company of New 
England—and he built that organiza- 
tion into a successful business unit with 
a membership of over a hundred inde- 
pendent merchants. 

From this position Mr. Travers 
opened up his own shoe jobbing spe- 
cialty house in Boston. An attractive 
line of welt shoes was his chief stock 
in trade. He did most of the buying 
for his house and in a sales capacity 
became thoroughly acquainted with 
New England trade. 

The enthusiasm shown for his new 
connection is evidenced by the fact that, 
immediately after the Boston Style 
Show, Travers entered upon his maiden 
trip into New England territory. 

In addition to Ann Elise and Arch 
Benefit Welts Mr. Travers is present- 
ing the special feature Air Tred Shoe 
at new low prices. All these lines are 
manufactured by the Ault-Shackford 
Shoe Company of Auburn, Me. 

Ault-Shackford’s Boston office is at 
10 High Street—Rice Building—Room 
631, and Mr. Travers will be in at- 
tendance by appointment only. 


New S. F. Officers 


SAN FRANCISCO—The new officers of 
the San Francisco Shoe Retailers’ Asso- 
ciation, to hold office until July, 1932, 
are: President, L. Oppenheimer, of Som- 
mer & Kaufman; vice-president, Russ 
Yater, of Hale Bros; secretary, Camille 
Baer. The program committee consists 
of: Russell Werner, of Frank Werner 
Co.; Paul E. Johnson, of Nisley Com- 
pany; Carol S. Wills, of The Bootery; 
Harry A. Gibson, of Hanan & Son; Er- 
nest Eisenberg, of Ejisenberg’s, and 
William Shiverts, of the Emporium. 


Baird Moving 


CoLuMBus, OHI0—The Columbus unit 
of Hanan & Co. managed by John J. 
Baird, well known shoe man, will move 
Aug. 15 from its present location at 
6 East Broad Street to the second floor 
at 18 North High St. Mr. Baird served 
two terms as president of the National 
Shoe Retailers Association and is one 
of the best known shoe retailers in the 
Middle West. 


Adds Shoe Department 


CHILLICOTHE, OHIO—M. Schachna 
Department Store has recently added 
a shoe department and is featuring 
Peter’s shoes exclusively. 
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Mermelstein with Devine & Yungel 


Ronnie Mermelstein has been ap- 
pointed as sales manager for the New 
York territory for Devine & Yungel 
Shoe Manufacturing Company, of Har- 
risburg, Pa., and will make his head- 
quarters in Room 630 Marbridge Build- 
ing, New York City. 

Mr. Mermelstein is very well ac- 
quainted with the representative mem- 
bers of the New York market and 
comes to his present post from one with 
Julius Grossman. In addition to con- 
tacting the New York market, Mr. 
Mermelstein will also serve the visiting 
trade coming into New York. 


Add Directors 


BostON—Two new members have 
been added to the board of directors 
of the R. P. Hazzard Co., of Gardiner, 
Me. They are R. J. West, who is in 
charge of the sale of men’s footwear 
in the Boston office; and M. J. McGrail, 
general superintendent, with headquar- 
ters in Gardiner. 


Craddock Attends Conference 


St. Louis—John W. Craddock, Jr., 
and Dan Honiz of the McElroy-Sloan 
Company, St. Louis, returned the latter 
part of last week from a district sales 
conference held at Birmingham, Ala. 

Mr. Craddock reports that conditions 
in that section of the country look more 
promising. 


Takes Son in Firm 


CHILLICOTHE, OHIO — Charles Her- 
mann, who has for years operated 
Vogue Footwear stores, recently took 
his son Charles Hermann, Jr., into the 
firm. The new firm will be known as 
Vogue Footwear, while the firm name 
is Hermann & Hermann, owners. The 
senior member has been in the shoe 
business since 1892 and the son has had 
many years of experience as an as- 
sistant manager both in Chillicothe and 
Ironton. 


New “Tiny Tot” Executive 


ROCHESTER, N. Y.—The Tiny Tot 
Shoe Corporation announces the elec- 
tion of H. C. Bills as vice-president 
and sales director to succeed the late 
James L. Heath. Mr. Bills has been 
selling the shoe and department stores 
for several years in the states of Indi- 
ana, Michigan, Ohio, western Pennsyl- 
vania, West Virginia and Wisconsin, 
and has built up a large following with 
the trade. 


A. Protzel to Re-Open 


SAN FRANcISscO—The Protzels, who 
have been closing out their Sastro 
Street and Mission Street shoe shops 
following the death of the elder Prot- 
zel, are to reopen a shoe shop at 2470 
Mission Street,.under the management 
of A. Protzel. 
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New Heel Covering 


New YorK.—New types of coverings 
for wooden shoe heels, which are proof 
against scuffs, have just been developed 
by the Du Pont Viscoloid Company, 
Empire State Building, 350 Fifth Ave- 
nue, New York. They are made of 
Pyralin and are produced in a number 
of opaque colors to match standard 
leather colors. The color range includes 
white, black, light tan, champagne, 
parchment, dark brown, russet brown, 
green and dark blue. The new cover- 
ing is used not only in plain effects 
but for obtaining other popular modes. 
Through this new process, shoe heels 
may be fashioned in all styles. Em- 
bossed designs can be readily applied, 
producing effects simulating kid, calf- 
skin, snake, lizard and other reptile 
skins. This new method of covering 
heels permits the making of snakeskin 
and other leather effects to exactly 
match the shoe. In obtaining reptilian 
effects, that part of the leather most 
suitable for heel coverings has been 
reproduced. An advantage of this is 
that all of the heels are exactly alike. 
One of the outstanding style features 
of the new development is the repro- 
duction of ‘the built-up heel in brown, 
which is expected to find wide applica- 
tion in the vogue for brown which is 
predicted for fall. It is claimed by the 
manufacturers that these heel cover- 
ings are not only scuffless and durable 
but are very much cheaper than heels 
of real or imitation leather. 


Foster Store Closed 


Kansas City, Mo.—The F. E. Foster 
Shoe Store, Eleventh and Baltimore, 
was closed July 16. At the beginning 
of their clearance sale it was an- 
nounced that the Kansas City clientele 
of the firm would hereafter be served 
by a traveling representative. 


W. H. Bird Moved 


Kansas City, Mo.—W. H. Bird 
comes to Kansas City as the new man- 
ager of Hanan & Son’s local store, tak- 
ing the place of W. E. Collins. Mr. 
Bird was formerly connected with the 
Memphis store owned by this company. 


Shinert, President 


New YorkK—Mack Shinert, manager 
for Stern & Tannenbaum, 1586 Broad- 
way, has become president of the con- 
cern and will buy and merchandise all 
shoes. The firm has changed its name 
to Stern & Tannenbaum Smart Shoes, 
Inc., and caters largely to the theatrical 
trade. 


To Handle Stars 


CHILLICOTHE, OHIO—Firman’s Bar- 
gain Shoe ste is advertising a clos- 
ing out sale of their present merchan- 
dise and will hereafter handle only 
Star Brand shoes. 





THIS MAY BE 
YOUR OPPORTUNITY 
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SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 











SALESMEN WANTED 


The following attractive territories 
are open to experienced road sales- 
men: Kentucky, Indiana, Iowa, Col- 
orado, Wisconsin, City of Chicago, 
Louisiana and Texas. Strictly com- 
mission basis. Beautiful novelty foot- 
wear, highly styled. In Stock proposi- 
tion to retail from $1.50 to $3.60. Give 
age and past experience. 


BARACK SHOE CO. 
1424 Washington Avenue 
St. Louis, Mo. 











WANTED—Salesman calling on shoe manu- 
facturers in Pennsylvania and Maryland 
to carry a high grade side line on commission. 
Must be a high grade man with good reference. 
Address C-555, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





DESIRABLE TERRITORY open for expe- 
rienced Shoe Salesmen to carry popular line 
of Rochester made Juvenile Footwear. Highest 
Commission paid to those having established 
trade. Fall samples ready. Write full particu- 
lars as to territory, line now carried. STAUD 
SHOE CORPORATION, Rochester, N. Y. 





SHOE SALESMEN wanted to carry our spats 
and shoe ornaments as a sideline. Please 
ive serritory and_ references with reply. 
ANOLIS ANUFACTURING CO., 4248 

No. Crawford Ave., Chicago, Til. 





SIDE LINE SALESMEN to sell house slip- 

pers from the manufacturer to chain and 
department stores, at attractive prices. Many 
good territories open. chance for the 
right man. Address C-560, care Boot & Shoe 
eo 239 West 39th Street, New York, 





WANTED — SALESMEN with established 

territory to carry as sideline on commission 
basis, full line ladies’, men’s, children’s house 
and boudoir slippers. Liberal commission. 
L. Salenfriend & Co., 686 Broadway, New York. 


SALESMEN to carry as a side line direct 
from the factory, children’s shoes to volume 
buyers on case lots. mmission. MODEL- 
ETTE SHOES, 1455 Grand Avenue, Chicago. 


SALESMEN WANTED to sell exclusively or 
in connection with noncompetitive line, a 
fast instock line of Ladies Novelty Shoes made 
up in HOT styles and retailing at popular 
prices. Arkansas, Louisiana, Kentucky and Ten- 
nessee, Indiana, Ohio now open. Liberal com- 

issi Line established from coast to coast 
and offers a real yo agen for a good income. 
When applying, give road selling experience. 
Address C-563, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 











ALESMEN--Side line for an old established 

popular priced slipper line. Big money maker 
for the right parties. Liberal commission 
settled monthly. Reply, giving references and 
territory covered in detail in first letter. Ad- 
dress C-564 care Boot & Shoe Recorder, 239 
West 39th Street, New York. 





ANTED—Shoe salesman to sell high grade 

line of stitchdowns to jobbing and depart- 
ment store trade. Commission basis. Several 
territories open. Address C-566, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





POSITION WANTED 





U NUSUAL AND SUCCESSFUL buyer and 
manager is available. Previous connection 
with large department store, 7 years as chief 
buyer for large chain mail order house and 
also buyer for chain of 80 stores. Thoroughly 
familiar with all markets. Will go anywhere 
but prefer the middle west. GEORGE S. 
RENICK, 522 Columbus Ave., Washington, 
C. H., Ohio. 





YOUNG LADY, show room receptionist, ex- 
perienced saleswoman, also can model 4 
shoes. Miss Minnie Goldberg, 123 McClellan 
Street, New York City. Topping 2-9879. 


A RETAIL SHOE EXECUTIVE of 13 
years’ experience, one who is thoroughly 
conversant: with all the details of management, 
is open for a position. Has been both in the 
North and South and will go anywhere. At 
present employed. First class references avail- 
able. Address C-549, care Boot & Shoe 
peeeer 239 West 39th Street, New York, 








«TINY TOTS,” Rochester’s most complete 

line of Soft Soles. First Steps, and Hard 
Soles, has several openings for experienced 
salesmen calling on the better grade Department 
and Shoe Store trade. Give references. TINY 
TOT SHOE CORPORATION, Rochester, 
New York. 


EXPERT FITTER. Ambitious young man 
21 years old. 7 years’ retail experience, 1 
ear manager chain store, years asst. 
uyer women’s high grade shoes. Knows styles 
and methods of improving business. Location 
not an objective. G. LASHLEY, 316 
Strayer St., Johnston, Pa. 


THOROUGHLY EXPERIENCED practipe- 
dist and shoe fitter, 26 years old, single, 
seeks position anywhere. Speaks German and 
French. Has had both Paris and Fifth Avenue 
experience. Good at window trimming and ex- 
ceptionally well versed in stock systems, G. F. 
JACOBY, 151 West 93rd St., New York, N. Y. 





BUYER-MANAGER; Married, 31 years old 
12 years’ shoe experience. Can i. 
crease your present business. Thoroughly 
experienced in buying and merchandising men’s, 
women’s, and children’s popular priced shoes. 
Acquainted with all shoe markets. A-One refer- 
ences regarding business ability and_ integrity. 
All replies treated confidentially. Prefer the 
East or Middle West. Address C-559, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








MODERN SHOE FACTORY property, 
motors, line shafti: Exhaust system all 
intact with lot of machines. Plenty of best 
experienced shoe mechanics. Low wages, beau- 
tiful town, a real bargain, very little cash 
needed. CLEYBORN SHOE CO., Millers- 


burg, Pa. 





FOR SALE—Shoe Store, Phoenix, Arizona. 
Good location. Long lease. No old stock. 
Address C-562, care Boot and Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





SEMI-SALON TYPE STORE in thriving 
Boston suburb selling Walk-Over and Nat- 
ural Bridge lines to select clientele, must be 
sold immediately. Option to renew lease for 
eight more years. $4500 cash takes every- 
thing. Address C-561, care Boot and Shoe 
as 239 West 39th Street, New York, 





TO LET 





STORE AND BASEMENT in fire proof, 
sprinkler system building, best location on 
Duane Street, Beautifully equipped show-room, 
large Basement for shipping and stock, reason- 
able rental to reputable concern, CRESCENT 
SHOE CO., 133 Duane St., New York City. 





LADIES exclusive ready-to-wear store in 
North Carolina has space available for De- 
partment devoted to Women’s shoes. Address 
C-565, care Boot and Shoe Recorder, 239 West 
39th Stteet, New York, N. Y. 





Minimum charge 75 cents. 
$1.25. 





CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum charge 
When a box number is desired twelve words should be added for the address. 


word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
8* Advertisements for this page must be in our New York office on Friday of the week preceding publication. @8 


RATES 


In all other cases each 
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Milbradt 
Rolling Step Ladders 


Enable you to reach your 
highest shelves convenient- 





ly. 
They last a lifetime 
and 


ill the best pri for 
If you contemplate selling your van pn Rs x4 cathe pews at shoes 


entire or surplus stock com- general merchandise or department 

municate with us. Prompt at- llieeeedee, ~ ne 

tention given. All matters strictly confidential. 

KIRSCH - BLACHER CO., INC. I. SIMON CO. 

590 Broadway New York 101 Reade St., New York City 
Phone Canal 6-4298 and 4299 Phone Worth 5922 Est. 1880 

















Are made in any style, 
shape or size to fit any 
kind of shelving. 


a, ~ general catalog 
an let us suggest the 
best ladder for eer use. 


Milbradt 
Manufacturing Co. 
Established 1895 
2416 No. 10th Street 
ST. LOUIS, MO. 








GIANT ERASER PENCIL BOX 
Contains 3 col. Blotters, Pencil, 
Penholders, Pen Point and Ruler. 
Send 15c. for Sample. . 
Distributors— 

Paramount Souvenir Adv. Co. 
350—4th Ave., New York, N. Y. 
Royal Souvenir Co., Inc. 

1613 E. New Te Ae Brooklyn, 











Display Fixtures 


E. DODCE 
458 Washingten St., Besten 
° Phone Dev. 8049. 











HOTELS 




















An Entire Block on the Boardwalk, 
between New Jersey Ave. and St.Charles Place: 


# AMERICAN and EUROPEAN PLANS 


SUN DECK 
The largest and longest on the Boardwalk. 
Occupying an entire city block directly facing 
the ocean. The foremost point at sea, in 


Conn ATLANTIC CITY 

















The Home Hotel | 
i of New York | 


Homelike in service, 

} appointments .and lo- 

H} cation... away from 
noise and congestion, 

} yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 


Room and Bath from 
$3 single $4 double 


500 Rooms 


| Home folks will 
g like this hotel 
HOTEL 


BRETTON HALL 
BROADWAY at 86th ST. 
SS NEV YORK SS 
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Enjoy the Comfort of a 
Real Home in 


NEW YORK’S FINEST 
RESIDENTIAL HOTEL 


She 


GEORGEWAS 
Lexington ANve. 23” toZ4 st 


Only a few quick minutes from 

business, shopping and amuse- 
ment centers, yetyou will enjoy the quiet 
wight tate a repose ofa country town at evening. 
sleeping room. Such is the fortunate location of the 
George Washington Hotel, a distin- 
guished residential hotel. 


ROOM WITH BATH 
DAILY WEEKLY 
$2.50 to $3.00 $14 to $17.50 


THE BEST FOOD IN NEW YORK 























at 4Q* and Lexington NEW YORK 


Has all the comforts 


The yoyabl 
hotel atmosphere 
in New York. 
ee 








The lines permanently displayed at the Marbridge 
Building always merit your attention. The show- 
rooms of the national leaders in the shoe and 
leather industries are maintained here all year 
round. 

Desirable office space for approved tenants. 


MARBRIDGE BLDG. CO., ING. 


1828 Broadway New York 

















BOSTON’S Renowned Hospitality 
Prevails at 


COMMONWEALTH AVENUE 
AT KENMORE STATION 


Here you will find that far famed Boston spirit of cordiality. 
There is no end to conveniences at The Kenmore... 400 
rooms with tub and shower ... Coffee Reom, Empire Dining 
Room, free parking for your car ...and even a _ cheery 
“Geed Morning” with the paper left at your door when you wake. 


Let us send you a Booklet “Historical Boston” 














New Edition 
Shoe and Leather Lexicon 


We are ready to take orders for at once delivery 
of the mew and cevised Shoe and Leather Lexicon. 
This handy book of the trade is in its sixth edi- 
tion, over 100,000 copies now in use. Price 50 
cunts. 


Boot and Shoe Recorder 
239 West 39th St. 


New York, N. Y. 





Modernistic Price Ticket 


any assortment desired 


Your Choice 

of Two Color 

Combinations 
Purple with Gold 
Edge Trim on 
White with Black 
Figures 


IN-STOCK 


or 


Red with Black Edge 
on White with Black 
Figures. 


1 dozen 
6 dozen 
12 dozen 


(Check with: Order, Please) 


Merchants’ Service Dept. 


Boot and Shoe Recorder 
209 So. State Street 


CHICAGO, ILL. 
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DELAWARE — Wilmington — Quality Boot 
Shop, Inc.; and shoes; inc. authorized 
capital $25,000. 


OIS—Chicago—Ben Brown (2005 Mil-. 


ILLIN 
waukee Ave.) ; boots and shoes; reported selling 
or sold out. 

Kadison & Fisher (7907 S. Ashland Ave.) ; 
boots and shoes; succeeded by Barnett Kadison. 

David Kaplan’ (18307 Baltimore Ave.) : boots, 
sig etc.; removed to Harvey, IIl. 

E. H. Oison & Bros., Inc. (5137 W. Chicago 
Ave.) ; “boots and shoes ; recently incorporated. 


MASSACHUSETTS—Athol—Merit | Shoe _ Co. 
of Lynn; manufacturers; voted to issue $12,000 
common ‘stock. 

Avon—Ellis-Fisher Shoe oi manufacturers ; 
= Recs reduced by $5,000 

man and Singer Shoe Co. (214 
Essex Het): : —aeate boots and shoes; recently 
commenced business. 

Style-Rite Shoe Co.; manufacturers; inc. au- 
thorized capital $50,000 

Universal Shoe Corporation; manufacturers ; 
inc. authorized capital $75,000. 

Haverhill—Bradd’s, Inc.; boots and shoes; re- 
cently incorporated. 

Lowell—Majestic Shoe Co.; manufacturers; 
voted to issue $18,000 preferred stock. 

Lynn—Sarra & Tucker Shoe Co.; manufac- 
turers; capital stock increased by $10,000. 


THE Business 
BAROMETER 


Business Changes 





Milford—Brockton Shoe Store, Inc.; boots, 
shoes, etc.; inc. authorized capital $25,000. 

Salem—Roxy’s Shoe Store; boots and shoes; 
recently commenced business. 


MISSOURI—St. Charles—Willbrand Mercan- 


tile Co.; boots, shoes, etc.; inc. authorized cap- 


ital $2,000. 

NEW HAMPSHIRE—Epping—Epping Co-Op- 
erative Shoe Co.; manufacturers; reported re- 
cently commenced business. 

NEW JERSEY—Red Bank—John B. Allen 
Co., Inc.; boots and shoes; inc. authorized cap- 
ital $50,000. 

South Orange—Jordans Shoe Shop, Inc.; boots 
and shoes; recently incorporated. 

NEW YORK—New York City—Corrective Shoe 


Co., Inc.; boots and shoes; inc. authorized cap- 
ital $20,000. 
Hugo Gross, Inc. (2238 Amsterdam Ave.) ; 


boots, shoes, etc.; sold or closed out business. 
Ruda’s Bootery, Inc. (742 Allerton Ave.) ; 
boots and shoes; reported selling or sold out. 


PENNSYLVANIA — Exeter — Barnett Factor 
(1087 Wyoming Ave.); boots, shoes, etc.; re- 
moved to Dupont, Pa. 

Franklin—Harry M. Wilson; boots and shoes; 
reported consolidated stock with W. F. Wilson 
of Korner Shoe Store. 








Failures, Embarrassments, Etc. 


ALABAMA—Dotham—J. F. Beall Dry Goods 
Co., Inc. (also branches); boots, shoes, etc.; 
reported petition in bankruptcy. 

DISTRICT OF COLUMBIA — Washington — 
Artcraft Footwear, Inc. (1101 Connecticut Ave.) ; 
boots and shoes; reported petition in bank- 
ruptcy. 

ILLINOIS—Chicago—Swan Dahlberg (‘‘Dahl- 
berg’s Dry Goods Store”) (5612 W. 68rd St.); 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

INDIANA—Gary—Muzek Boot Shop (William 
Muzek, Prop.) (1314 Broadway); boots and 
shoes; reported petition in bankruptcy. 

MICHIGAN—Chelsea—Henry W. Lyons; boots, 
shoes, etc.; reported petition in bankruptcy. 

MISSISSIPPI — Gulfport — The Fair; boots, 
shoes, etc.; reported petition in bankruptcy. 

NEW JERSEY—Bayonne—Fannie Shapiro (452 
Avenue C); boots, shoes, etc.; reported petition 
in bankruptcy. 

NEW YORK—Brooklyn—Harry Moldovan (32 


Morrell St.); shoemaker; reported petition in 


bankruptcy. 

Albert M. Rogall (White House Orthopedic 
Shoe Shop) (4907 18th Ave.) ; boots and shoes; 
reported called meeting of creditors for July 13. 

Flushing (L. I.)—Louis Tenser (“Steinway 
Bootery”) (36-51A Main St.); boots and shoes; 
— called meeting of creditors July 9. 

Vernon—Max Solomon (Boston Cut Price 
Shee’ Store) (181 S. Fourth Ave.); boots and 
shoes; reported assigned. 

New York City—Barney Feinberg (Evelyn 
Boot Shop) (8 Church St.); boots and shoes; 
reported petition in bankruptcy. 

OKLAHOMA—Comanche—A. & M. Store; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

PENNSYLVANIA—Johnstown—Oscar Kamin- 
sky (446 Washington St.); boots and shoes; 
reported petition in bankruptcy. 

RHODE ISLAND—Providence—Joseph Spag- 
nolo (Elite Shoe Shop) (766 Hope St.); boots 

and shoes; reported petition in bankruptcy. 





New Shoe Stores 


Mayfield, Ky.—J. J. Newberry Co., Sixth and 
Broadway. 

Los Angeles, Cal.—J. J. Newberry Co., Wil- 
shire Blvd. and La Brea. (soon). 

Dubuque, Iowa—Sears, Roebuck & Co. 

Glyn Ellyn, Ill.—Sears, Roebuck & Co. 

Industry, I1l.—Young Bros. 

Monett, Mo.—Roe Dry Goods Co. 

Winter, Tex.—S. Jankins. 

Price, U.—Thomas Avgikos. 

Butte, N. D.—Outlaw Trading Co. 

Stillwater, Minn.—Stillwater Bargain Store. 

Red Bank, N. J.—F. & F. Store, 17 Broad St. 

Wichita, Kas.—The Bazaar. 

Newman Grove, Neb.—B. & M. General Store. 

Vieco, Ky.—Mullins Bros. 

Ozone Park, N. Y.—Jacob Oberzenski. 

Charleston, Mo.—Wyatt Store Co. 

St. Charles, Mo.—Willbrand Merc. Co. 

Detroit, Mich.—Kiefer-Whaling, Inc. 

Lake Worth, Fla.—Fred T. Kerr, Inc. 


Delray Beach, Fla.—C. B. mee Co., Inc. 
New York, N. Y.—Lewitt le 

126th St. a ee 26 ” 
Martin, 8S. D.—F. D. Molumby. 
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kee. Ont.—Seigel’s Shoe Store, 637 Dun- 


a Ind.—Groupe’s Leader Department 
Store, Inc. 

Chatham, Va.—Leggett’s Department Store. 

Saluda, 8. C.—Better Value Stores. 

Slater, Mo.—Riley Mercantile Co. 

Christianburg, Va.—Commonwealth Dry Goods 


Orlando, Fla.—Beck’s, Inc. 

Sanford, Fe R. W. Blackshear. 

Newark, N. J.—Schindel’s, Inc., 653 Broad St. 

Cavdane ‘0.—Superior Army & Navy Store, 
506 Superior Ave. 

Grand Haven, Mich. —Bastian Van Woerkum. 

Eugene, Ore.—J. = Kennett, 18 8th Ave. 

Hot Springs, ‘* M.—A. & rarrah. 

Clear Lake, 8S. D.—Max 

Holdenville, Okla. iy «Rt Reality Store. 

Morton, Minn.—Tim Keefe, Jr. 

Indianapolis, Ind.—Paul & Abe. Nathanson, 
Washington and Delaware Sts. 

Maud, Okla.—John W. Ward. 

Culver City, Cal.—Harry’s Men’s Shop, 9369 

Washington Blvd. 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 







Incorrect Report 


The Casey-Boyes Shoe Company, 
Pomona, Cal., writes us as follows: 

We are writing to inform you that our 
lease has been sold over our heads to 
a chain shoe store concern by the 
Pomona Commercial and Savings Bank 
which is a branch of the California bank 
of Los Angeles who own the building. 
We have not been able up to the pres- 
ent time to secure a suitable location and 
our lease expires here September first. 
We are starting in to close out our stock 
and may not reenter the shoe business. 
We are amply able financially to take 
care of all of our obligations and we will 
return the capital investment to the 
stockholders. 

There has been a report circulated 
through the East by some mercantile 
agency that we are in financial difficul- 
ties. Such is not the case. We do not 
know the address of any of the leather 
agencies in the East so are taking this 
opportunity to correct any reports that 
might come through to you. 

Your magazine has always been of a 
great deal of service to us and we will 
appreciate very much the correction of 
any such statements that you might re- 
ceive, and will correctly state any in- 
quiries that might come to you. 





Chicago, Ill—Tom’s Army Goods Store, 4516 
Broadway. 

Santa Paula, Cal.—Geo. Owen. 

Hoosick Falls, N. ¥.—Fair Stores, Inc. 

Rexburg, Ida. —Ward Edwards, Jr. 
P New York, N. Y.—Steamer’s Clothes Shop, 
ne. 

Chicago, Ill.—Jarvis-Jackson So., State and 
—— Sts 

New Orleans, La.—Newark Shoe _ Stores, 

226-28 S. eo St. 


‘ New York, N. Y.—Berkley Shoe Repair Shop, 
ne. 

Carteret, N. J.—Prices, Inc. 

New York, N. Y.—Amalgamated Shoe Mfg. 
Co., Kings. (Mfrs.) 

New York, N. Y.—Abe L. Utitz, Inc. 


Campbellsville, Ky.—Merchants Supply Co. 

High Point, N. C.—Thompson Shoe Store, Inc. 

Campbellsville, Ky.—S. N. Wilson. 

— Me.—The Moccasin Shop, 666A Con- 
gress St. 

Arcadia, bg sear ag Store Co. 

Valley City, N Johnson. 

Fordville, N. oat ok Stores Co. 

Burt, Iowa—J. H. Gunderson, (N. A. White- 
hurst, Megr.). 

Valley City, N. D.—S. Johnson. 

Shell Rock, Iowa—John Whitehead. 

San Joaquin, Cal.—A. & L. Rusconi. 

Hordville, Neb.—Homer Branting. 

Lyons, Neb.—H. H. Bigsby. 

Scottsbluff, Neb.—L. C. Burr Co. 

Benkelman, Neb.—The E. & C. Store. 


San Francisco, Cal.—John Saparari, 1344 
Powell St. 
Detroit, Mich.—Kiefer-Whaling, Inc., Buhl 


Bldg. 
San Francisco, 
2796 Mission St. 
Mt. Angel, Ore.—Ambrose Cruenke. 
Bovill, Ida.—E. M. Chambers. 
Sheridan, Ore.—L. M. —- 
Gromore, Wash.—H. & B. 


Cal.—Silver Slipper Shoppe, 


Trading Co. 


Tucson, Ariz.—Karl’s Shoe Stores, Ltd., 139 
E. Congress St. 
Los Angeles, Cal.—Olympic Shoe Co., 421 E. 


6th St. (Mfrs.). 
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Our Advertisers in This Issue 





BOOTS AND SHOES 


Alden, C. H., Co., Abington, Mass 
Athletic Shoe Co., Chicago, Ill 


Bancroft-Walker Co., Boston, Mass 
Bass, G. H., & Co., Wilton, Me 


Best-Ever Slipper Co., Brooklyn, N. Y., 
Front Cover 


Biarritz Sandals, New York 

Bleecker Shoe Co., New York City 

Blog Shoe Findings Co., New York City. .57, 72 
Booth, Walter, Shoe Co., Milwaukee, Wis. .34-35 
Buek, Philadelphia, Pa 


Capezio, New York City 
— Braided Sandal Corp., New York 


Chicago Theatrical Shoe Co., Chicago, | 

Chase, W. S., & Sons, Haverhill, Mass.. 

Clapp, Edwin, & Sons, Inc., E. Weyescuth, 
88. 6 


Corcoran, Jos. F., Shoe Co., Brockton 


Crescent Shoe Co., New York City 
Crossett Shoe Co., Augusta, Me 


Doerman Shoe Mfg. Co., Milwaukee, Wis.. 8 
Dyer & Hall, Inc., Auburn, Me 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 64 
Edwards, J., & Co., Phila., Pa 4th Cover 
Evans, L. B., Sons Co., Wakefield, Mass.... 66 


Friedman, B., Shoe Co., New York City... 56 


Gilbert Shoe Co., Thiensville, Wis 

Gold Seal Shoe, New York City 

Horwitz, Vincent, Co., Inc., New York City 66 
Hoyt, F. M., Shoe Corp., Manchester, N. H. 62 


Ideal Baby Shoe Co., Danvers, Mass 


Keith, Geo. E., Co., Brockton, Mass 
Kendall Shoe Co., Haverhill, Mass 


2nd Cover 


maguset Bridge Shoemakers, Lynchburg, 


he: + Norridge- 
6 


Packard, M. A., Co., Brockton, Mass 
Posner, Dr. A., Shoes, Inc., New York City 57 


Richards & Brennan Co., Randolph, Mass.. 62 
Roberts, Johnson & Rand, St. Louis, Mo... 37 
Roth Shoe Co., Haverhill, Mass 64 


Saks, M. J., Shoe Corp., New York City... 
Sandler, A., Boston, Mass. 

Schwartz & Herder, Inc., Phila., Pa 
Shaft-Pierce Shoe Co., Faribault, Minn.... 
Stacy-Adams Co., Brockton, Mass 





United States Rubber Co., New York 
Ci 42-4 


Wiswell- ym aad Shoe Mfg. 
Cedar Grove, Wi 
LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass. 
Amer, William, Co., Phila., Pa 
Armstrong Cork Co., Lancaster, Pa 


Castle Kid Co., Camden, N. J 
Deauville Import Corp., New York City.... 58 


Essex Tanning Co., Peabody, Mass...3rd Cover 
Evans, John R., & Co., Camden, N. J... .26-27 


as Alfred, Rubber Co., No. Quincy, 7 


Hubschman, E., & Sons, Philadelphia, Pa... 23 
D., Leather Co., Boston, Mass.. 61 
Gloversville, N. Y 


Kepner, C. 
Levor, G., & Co., 


New Castle Leather Co., New York City... 65 
een Leather Co., Trust, Boston, ‘ 


Ohio Leather Co., Girard, Ohio 
Surpass Leather Cc., Phila., Pa 


SHOE ACCESSORIES 


Miller, O. A., Treeing Machine Co., Brock- 
ton, Mass. 55 


Seenstty Shoe Finding Mfg. Co., Chicago, . 


Shoe Lace Co., 


Vamp-eez Company, New York City 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 


DRESSINGS, ETC. 
Beckwith Mfg. Co., Boston, Mass 
Mears, Fred W., Heel Co., Boston, Mass... 4 
Tubular Rivet & Stud Co., Boston, Mass... 67 


United Fast Color Eyelet Co., Boston, . 


United Last Co., Boston, Mass. 
United Shoe Machinery Corp., Boston, Mass. 71 


SHOE STORE EQUIPMENT 
American Seating Co., Grand Rapids, Mich. 54 


Dodge, E., Boston, Mass 


Grand Rapids Store Equipment Co., me 
Rapids, Mich. 


Milbradt Mfg. Co., St. Louis, Mo. 


Shoe Form Co., Auburn, N. Y 


MISCELLANEOUS 


George Washington Hotel, New York City.. 7 
Hotel Bretton Hall, New York City 

Hotel Kenmore, Boston, Mass 

Hotel Shelton, New York City 


Kirsch-Blacher Co., New York City 
Marbridge Bldg., New York City 
a. ype Souvenir Adv. Co., New York - 


Simon, I., & Co., New York City 
St. Charles Hotel, Atlantic City, N. J 


United Hotels of America 
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Hide Futures Fluctuate 


New YorK—Raw hide future prices 
fluctuated widely during the week 
ended July 17. On Wednesday, follow- 
ing a series of declines the list showed 
losses ranging from 75 to 85 points 
from the previous Friday’s closing, but 
later rallied to within 25 to 35 points 
of the previous week’s finals. 

A continued active demand for spot 
hides at firm prices failed to offset the 
decline early in the week caused largely 
by the unsettled financial conditions 
abroad. News of the turn for the bet- 
ter in European conditions, however, 
brought forth new long buying on 
Thursday and Friday which accounted 
for a fair part of the recovery. The 
turnover on the Hide Exchange was 
well in excess of 12,000,000 pounds. 

Steadily increasing participation in 
the futures trading on the New York 
Hide Exchange by Chicago interests, 
led to the inauguration, last week, of a 
continuous price ticker service to the 
Middle West hide center by the West- 
ern Union. 


San Francisco Briefs 


SAN FRANCISCO— Mell Johns, well 
known shoe retailer of the state, will 
open a shoe shop on Main Street in 
Porterville, Cal. 

J. M. Samuels reports that his shoe 
shop at 155 Seventh Street, Oakland, 
was damaged by fire on July 10. 

Bernie Oppenheimer has been made 
general manager of the Northern Cali- 
fornia stores of the expanding Olcovich 
Shoe Company, of Los Angeles. 

Michael Biltz is manager of the new 
Fresno Olcovich store; Roland Rumels- 
berg is manager of the new San Jose 
Olcovich store. 


Scott Back in Cleveland 


CLEVELAND—Ralph Scott, formerly 
manager of the A. S. Beck Shoe store 
at Akron, Ohio, for one year, has been 
transferred to the A. S. Beck store at 
730 Euclid Avenue, Cleveland, as man- 
ager. This is Scott’s old stamping 
ground, he having been connected with 
the old Petot Shoe Company here eight 
years prior to the sale of Petot stores 
to A. S. Beck. Assistant manager of 
the store is Robert Speidel who was 
formerly with the U. S. Rubber Com- 
pany in Cleveland. 


Convention Helps 


CLEVELAND—The shoe trade received 
a favorable stimulation from the Shrine 
Convention at Cleveland from July 14 
to 16. About 30,000 members of the 
Shriners’ families alone visited the city, 
while many other visitors were in 
Cleveland for the big event. Parades 
and numerous events in downtown 
Cleveland throughout the three days 
brought thousands of people into the 
shopping district and large throngs 
patronized the stores. Retail shoe 
dealers report a good business in both 
sport and street wear shoes resulting 
from the convention. 
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TRIMMED « « 
PERFORATIONS 


Cool, ventilated footwear, with eyelet- 
trimmed perforations, is the fashion highlight 
of the Summer season. Shoe designers have 
created a variety of novel designs with eyelets 
that are striking in their beauty and startling 
in their smartness. The neat, lustrous surface 
of the Diamond Brand Invincible Eyelet gives 
the shoe that desired, well-tailored appear- 
ance, Shoes fitted with {hese eyelets assure 
foot comfort because of the smooth, roll-back 
setting ... Eyelet-perforated footwear, belts, 
and handbags complete the up-to-the-minute 
sports ensemble. Eyelets are available in a 
variety of styles and in colors to harmonize or 
contrast with every shade of leather or fabric. 


UNITED FAST COLOR EYELET COMPANY 


BOSTON, MASSACHUSETTS 


Shoes by The 
Stone Shoe Co. 
New York City 


DIAMOND BRAND 
e Visible « 
FAST COLOR EYELETS 
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DESIGNER 


and: six pam 


. ee IT Box TOEs have consistently satisfied 
these six important people over a period of years . . . antici- 
pating every individual need. 

Reproducing the most delicate lines . . . Conforming readily 
to the last... Assuring absolute uniformity . . . Easy to work Vulco Unit Box Toes are universally se- 
with ... Thoroughly dependable... Comfortable and Stylish. lected for their unquestioned superiority. 


BEC WITH + MFG + COMPANY 


MANUFACTURER S VULtC¢C oO PRODUCT S§ 


STATLER BLDG. BOSTON, MASS. 


VY, 
Y 
y 
Y 
Y 
Y 
Y 
Y 
Y 
Y 
Y 
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You Can’t Change Conditions 
-But You Can Meet Them 


OWADAYS you may find your 
customers a bit harder to handle. 


They certainly will not accept poorer quality, 
fit nor style—they are just as particular as ever 
on their fine shoe requirements—but many have 
established a limit on what they are willing to pay. 
You cannot afford to cheapen the prestige of your 
store nor can you disregard your proper margin of 
profit. 


Many women have been accustomed to paying 
from $10 to $15 for shoe satisfaction which they 
now want for $8.50 to $10. 


That is why they like Pedigo-Lake Shoes—in 
fashions styled to set a quick, smart pace. Suave 
fit and hidden virtues of construction give them e 
true satisfaction—and in the price range they 


d. 
deman Cost No More Than 


They Need to... To Be 
@ the Fine Shoes They Are 





SAINT LOUIS, MISSOURI 


Pedigo-[ake Shoe (. [edi on 





Distinctively Fine Footwear for Women eed Bd LY 
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IN TENNIS, TOO— 
BALL-BAND Leads in Quality 


When you get right down to the bare facts, you find it’s Quality 
that builds permanent profits—and by Quality we mean giving 
the most for the money. That is the type of Quality in which 
BALL-BAND leads. It is the result of more than thirty years of 
successfully following the motto—“Good enough will not do, they 
must be the best.” 


You are invited to inspect our new and improved line of Canvas 
Sport Shoes for 1932. A complete line—thirty-one numbers from 
Play Sandals to Professional Basketball Shoes—samples of the kind 
of merchandise you like to sell and your customers like to buy. 


Our salesmen are now showing samples and we believe it 
will pay you to reserve your order until you see this QUALITY 
line. Ask for Illustrated Price List. 


Mishawaka Rubber & Woolen Mfg. Co. 
280 Water St., Mishawaka, Indiana 


(Inquiries from the New England States and Greater New York should be 
addressed to Dunham Brothers Company, Dept. A, Brattleboro, Vermont.) 


Buff duck upper, chocolate trim, : 
long wearing chocolate sole. V3 
One of our most popular shoes. 
Easy to sell because of sturdy 


weight and unusually attractive 
appearance for its low price. 
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The Line of Least Sales Resistance 


These are-just a few of the Dyer & Hall Line of Smart New Fall 
‘Styles That Sell on Sight. 


“we IN STOCK “vr 


The Isobel ~ 
The Claire SS The Eunice 





Built over 1580 lest with 15/8 Cuban Heel. aren 
No, 232—Black Calf—Reptile Vamp and ullt over ast with 16/8 Baby Louis Heel. gust Gver 1580 last with 15/8 Cuban Heel. 

earn ean Beant srim-$425 We, R224—Dull Black Kid—Patent Trim.$4.2 
Ne. aos | NO R200 —Bromn Kid — Brown Patent |, Ne. R225—Brown Kid—Reptile Trim.... 476 


. The Lois The Opera The Gloria 





Built over 1881 last with 18/8 Louis Heel. Built over 1881 last with 18/8 Louis a Built over 2081 last with 20/8 Louis Heel. 
No. RIGQ—All Brown Kid............-- $4.20 No. R165—Patent Leather .............. $3.8: No. R200—Black Faillette—Patent ‘Trim. $3.60 
No. RI72—Black Faillette .........----- 3.30 
No. R173—White Kid ...........++--+-- 4.20 


Pajama Sandal 
The Beth The Bonnie 


aes 


Built over 1681 last with 16/8 Cuban Heel. Built over 1881 last with 18/8 Louis Heel. Built over 1982 last with 19/8 Louis Heel. 
Ne. R206- iy cases Kid—Black we, 25 No. R240—Dull Black Kid—Harmonizing No. R174—Patent Leather 
‘ Trim $4.00 No. R175—Black Faillette .............. 3.70 
No. R177X—White Linen 





Made from the finest leathers and fabrics. Styled Right — Priced Right. 
ORDER NOW! 
Write for Free Catalog of Complete In Stock Line 


/ DYER & HALL, INC., 


AUBURN MAINE 
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MOMENTUM 
bhiddddd 


The greatest 
need of business 


today 


wi’ SHAUL INI 


ry 


Here, at 
Headquarters for 
Genuine Reptiles, 
we have Momentum 


in stock. 


phbededd 


Long distance phones 
and wires for Ranis; 
‘ables and_ special 
deliveries for Rajahs; 
pistol point demands 


for Alligators. 


yyyvd ddd 


It will surprise you to 


RO it E R } SON learn that Rajahs are 


LEATHER now outselling 
COMPANY Alligators. 


41 Spruce Street New York City 


BooT AND SHOE RECORDER 
combining THE SHor RetalLer, Aug. 1, 1931 


























“THE AMERICAN — 

















THE AMERICAN WEEKLY 
builds business for the mer- 
chant who carries and features 
the products advertised on its 
pages... because this great 
magazine is eagerly read in 


5,900,000 homes every week. 














inguishedCnglishMrtist 


- Loestres te es he Mc arbBelered hn © 
: ~ Catmind dulac Be oe gs 
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WHEN THEY LOOK FOR 


ECONOMY 


—FEATURE THIS SOLE 


Most people know that the first 
point where a shoe shows wear is 
the SOLE. 


When soles wear longer —shoes 

last longer — and that is a big point 

im selling people who want and 
demand Economy. 


Be sure your store features shoes 
equipped with GOODYEAR WING- 
FOOT SOLES—no sole ever made is 
tougher—and these soles hold the 
whole shoe in shape. 


Right now, Goodyear Wingfoot 
Soles appeal to a tremendous 
market—worried parents of active 
boys and girls — workmen, post- 
men, policemen, salesmen —every- 
one who wants to make money go 
farther. 
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Copyright 1931, by The Goodyear Tire & Rubber Co., Inc. 


WINGFOOT SOLES 


Boor AND SHOB RECORDER 
combining THs SHop Retailer, Aug. 1, 1931 





WHEN EYES 
AND FEET 
AGREE — 


Critical eyes seeking style and dignity . . . particular feet demanding 
comfort. Leading shoe manufacturers, by standardizing on Gallun 


Vegetable-tanned Leather, present to the ultimate buyer these elements 


of quality and value. A. F. GALLUN & SONS CORP., Milwaukee, Wis. 


GALLUN 
LEATHERS 


ALWAYS STANDARDS 
OF EXCELLENCE 
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